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Editor's note 


On the 
move 


With fresh foods, what happens between point A 
(production) and point B (consumption) is often just as 
important as the points themselves. 

If perishables aren't kept in the right condition and delivered at the right time, it wont 
matter how well the product was made or grown. 

Logistics — the science, art and practice of delivering goods — has never been easy 
when it comes to fresh. The pandemic and the worldwide supply chain crunch that 
followed made it even harder. 

Challenges remain, but logistics professionals have adapted to the post- COVID world, 
ensuring that fresh foods get where they need to go. 

The growing importance of logistics can be seen in some staggering numbers from an 
industry group devoted to the practice, Supply Chain Management Professionals. 

US business logistics costs in 2022 totaled $2.5 trillion, up from $1.85 trillion just the 
year before. 

Logistics now make up 9.1% of US GDP — the highest share ever. 

To adjust to this new world, logistics providers are ramping up their technological 
capabilities. 

Ninety-six percent of third-party logistics providers have migrated to the cloud, and 
80% of providers are investing in Internet of Things (ОТ) technologies. 

"The industry is still defining the new normal,” said Jim Henderson, vice president of 
business development for Lineage Logistics. 

One form that has taken, Henderson said, is switching from a “just in time" to a “just in 
case' mindset when it comes to inventory. 

^Having excess safety stock isn't usually a viable option with fresh products, so we are 
always looking at other models, routes and ports to find ways to navigate congestion and 
obstacles.” 

Congestion, obstacles, bottlenecks, snafus — however you want to describe them, 
problems will always be a part of logistics. 

An increasingly adaptable, high-tech industry is finding new ways to make sure they 
stay manageable. 


ANDY NELSON 


anelson@sosland.com 
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Integrity and humility shape our mission to 
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Southeastern 
Grocers' new private 
label focused 
on affordable, 
clean-label 
Jacksonville, Fla.-based 
Southeastern Grocers 
Inc., parent company of 
grocery chains Harveys 
Supermarket, Fresco y 
Más and Winn-Dixie, has 
launched its new private 
label brand Know & Love. 
The product line is 
aimed at consumers 
seeking affordable, clean 
label products in a wide 
range of categories, such 
as baking ingredients, 
ready-made foods, 
beverages and dairy 
products. Know & Love 
products are formulated 
free from almost 
100 ingredients the 
company identified as 
“undesirable,” including 
certified color additives, 


high-fructose corn syrup, 


aspartame, saccharin, 
sucralose and partially 
hydrogenated oils. 
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Frosted Flakes 


The brand's packaging 
is designed to reflect the 
simplicity and quality of 
the clean label offerings 
and features color 
coding for gluten-free 
and plant-based dietary 
requirements. Know & 
Love products are being 
gradually rolled out in 
stores throughout 2024 
and will incorporate 
existing Naturally Better 
and SE Grocers brand 
products that meet 
Know & Love's ingredient 
standards. The company 
expects the brand to 
include over 1,000 
products when fully 
launched. 


Report forecasts 
meat consumption 
trends 

The Organization for 
Economic Cooperation 
and Development 
(OECD) and the Food and 
Agriculture Organization 
(FAO) of the United 
Nations shared recent 


projections for meat 
consumption in the 
agency's Agriculture 
Outlook from 2023 
until 2022. 

The report stated, 
"meat consumption 
patterns of consumers 
in most high-income 
countries have started to 
stagnate with changes 
mostly based on the type 
and quality of the meat 
consumed.” 

In the outlook, the 
OECD and FAO estimated 
that poultry meat would 
account for 41% of 
protein consumed from 
all meat sources by 2022. 

The groups also 
commented that the 
shifts in preferences 
might lead to shrinking 
per capita meat 
consumption, like in 
the European Union, 
which sees an ongoing 
substitution of beef and 
pork for poultry meat. 

Inits analysis, OECD 
and FAO explained some 
of the shifts in consumer 
behavior. 

“Globally, there is a 
growing trend among 
consumers to become 
increasingly sensitive 
to animal welfare, 
environmental and 
health concerns and 
poultry has the least 
carbon footprint,” the 
report said. 

By 2032, consumption 
is projected to grow by 
15% for poultry, 11% for 
pork, 10% for beef and 
15% for lamb around 
the world. 

The Agricultural 
Outlook predicted a 
2% rise in global meat 
consumption during 
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the next 10 years. In the 
pork category, global 
consumption will also 
grow in the next decade, 
outside of Europe, 
where consumption 
remains high but health, 
environmental and social 
concerns will impact 
consumer choice. Still, 
the outlook said that pig 
meat remains the most 
widely consumed meat 
in Europe. 

OECD and FAO added 
that they expect to 
see changes in beef 
production, particularly 
in traditional markets. 

Analysis from the 
group showed that upper 
middle-income countries 
will drive the increase 
in the demand for meat 
until 2040. 

Following that time, 
lower middle-income 
countries will lead, 
causing demand to grow 
until 2075. 

"At some point during 
the remainder of the 
21st century, global meat 
demand may begin 
to decline,” the report 
stated. “Nevertheless, 
resource and environ- 
mental constraints could 
limit further growth 
in meat supply and 
demand, potentially 
causing the turning point 
to arrive earlier. 


Festival Foods 
partners with AI 
specialist on fresh 
foods optimization 
Tampa, Fla.-based 
family- and employee- 
owned grocer Festival 
Foods has partnered 
with AI software 
Specialist Upshop 

to optimize its fresh 
Operations. 

Upshop's Fresh SaaS 
software can help 
retailers simplify and 
streamline inventory 
management and overall 
workflow across the fresh 
perimeter. 

Ken Wicker, the 
company's senior vice 
president of fresh foods, 
said it was an easy 
decision to partner 
with Upshop. 

“We chose Upshop 
as our partner because 
they truly understand our 
business, the intricacies 
of fresh foods and the 
processes required for 
success,” Wicker said. 
"With Upshop, we have 
the confidence that 
our operations will be 
optimized and ready to 
meet the demands of 
our customers. Festival 
Foods has invested to 
build a competitive edge 
in fresh, and Upshop's 
capabilities enable us to 


scale those advantages." 


Southeastern Grocers, Festival Foods 
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irst came the pandemic, which was bad enough. 

What followed in its wake — a worldwide supply- 

chain logjam — made moving the right amounts 
of goods from point A to point B, at the right time, even 
more challenging. 

Logistics industry leaders are still navigating this 
new, post-COVID world, finding new ways to address 
new challenges in one of the toughest logistical arenas 
around: getting fresh foods where they need to go 
before their shelf life expires. 

One way in which Lineage Logistics adjusted to the 
supply chain disruptions was by shifting from just- 
in-time to "just-in-case' inventory models, said Jim 
Henderson, the company's vice president of business 
development. 

"Having excess safety stock isn't usually a viable 
option with fresh products, so we are always looking at 
other models, routes and ports to find ways to navigate 
congestion and obstacles,” Henderson said. “The 
industry is still defining the new normal." 

Lineage, he said, is working closely with its customers 
and using the latest data and innovative technology to 
help manage their supply chains and inventories more 
efficiently, he added. 

At the height of the supply-chain crisis, port 
congestion triggered supply chain issues for perishable 
products like fresh produce. 


Focus on fresh 

Lineage's newest fresh facility, Savannah Fresh-Port 
Wentworth, was specifically designed to address the 
overwhelming influx in imports of fresh produce to ports 
in the Mid-Atlantic, Henderson said. 

The new 220,000-square-foot facility offers cross- 
docking services and has 23 inbound and outbound 
lanes that can process more than 40 trucks daily, moving 
up to 1.4 million pounds of produce per day. 

Products can enter and exit the facility on the same 
day if needed, reducing storage time, creating cost 
efficiencies and ensuring consumers receive fresh 
produce faster, Henderson said. The facility also provides 
value-added services like fumigation and packaging 
services, and it features a dedicated area for agricultural 
inspections. 

The facility will help address the problems mid- 
Atlantic companies face keeping up with demand and 
keeping costs in check and delivery times down. 

"With proximity to the Port of Savannah, our new 
facility enables Lineage to deliver larger quantities of 
fresh produce more efficiently to consumers across the 
Southeast and beyond." 

To expedite the movement of product from the port 
to the warehouse, Lineage offers dedicated drayage 
services for customers. Drayage can be a huge issue 


during times of port congestion, Henderson said, adding 
cost and product risk for customers. 

Providing drayage services has thus been a boon 
for Lineages5 clients’ import business. The service is 
available at its dedicated fresh facilities at the ports of 
Philadelphia; Wilmington, Del.; Savannah, Ga.; and New 


York/New Jersey; and in other locations including Miami, 


Los Angeles and Jacksonville, Fla. 

Lineage recently added dray capacity, as well an 
additional 5,000 pallet positions, at its Swedesboro, 

N.J., facility, which serves the ports of Philadelphia, 
Wilmington and New York/New Jersey. 

The company also recently opened a dedicated fresh 
facility in Savannah, which Henderson said is the fastest- 
growing port and largest single container terminal in 
North America, offering immediate access to Interstate 
16 and the Interstate 95 corridor so that key cities 
throughout the Southeast and Midwest are within a two- 
day drive time. 


Remaining challenges 

Even though worldwide supply chains have started to 
return to something closer to normal, the transportation 
market and capacity is still volatile, Henderson said. 

LTL transportation, for instance, is a challenge, 
particularly in the Southeast. But with more carriers 
entering that market every year, it is improving, he said. 

Freshness is a function of expertise, speed and 
accuracy, Henderson said. Getting the right products to 
the right stores at the right time is critical for fresh foods. 

Lineages services for fresh, grouped under the 
Lineage Fresh banner, allow products with short shelf 
lives to face fewer obstacles, less risk and less spoilage, 
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Lineage's dedicated 
fresh facilities are 
designed specifically to 
handle fresh produce. 
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thanks to the company's cold storage technology and 
leading logistics network. 

Lineage Fresh is a combination of three things, 
Henderson said: 

Fresh facilities that are specifically designed to 
accommodate fresh produce; 

A team of experts that understand this business; and 

Value-added services that ensure its customers' 
products stay as fresh as possible all the way to 
consumers' tables. 

In addition to storage, Lineage offers end-to-end 
logistical solutions and value-added services - including 
inspections, fumigation, bagging, and repackaging - so 
customers can focus on their products while Lineage 
focuses on addressing their unique supply chain 
challenges, Henderson said. 

In addition to product-specific services, Lineage's 
global network also has a full range of drayage, 
transportation, customs brokerage, and other services. 

"Customers can use our full suite of solutions or 
use specific services a la саќе," Henderson said. "Either 
way, they have access to a vast network of assets, 
infrastructure and experts in the field." 
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As demand for fresh produce grows, Lineage will work 
with its customers to increase distribution efficiency, 
advance sustainability and minimize supply chain waste, 
Henderson said. 

“Our network optimization team is constantly 
evaluating opportunities to grow and better serve 
our customers. Lineage offers access to an unrivaled 
global network of over 400 strategically located 
facilities, totaling more than two billion cubic feet of 
capacity across countries in North America, Europe and 
Asia-Pacific.” 

Customers must continuously evaluate where their 
products are being produced versus where food is being 
consumed. Having access to such a widespread and 
diverse network of temperature-controlled facilities, 
Henderson said, is a game-changer. 


Navigating a “bumpy ride” 

Supply chains have generally stabilized, but not without 
a bumpy ride along the way, said William Welker, 
executive domestic sales and strategy manager for 
Jacksonville, Fla.-based CSX. “Significant disruptions 


Lineage Logistics 


due to pandemic-related lockdowns, restrictions, and 


changes in consumer behavior impacted virtually 

every industry, including transportation and logistics. 
Following on the heels of these disruptions, an 
unprecedented strong market resulted in tremendous 
equipment orders, most of which had a long runway due 
to the pandemic.” 

Producers attempted to increase capacity to 
take advantage of the high rates and strong orders. 

But, Welker said, as equipment orders started to be 
fulfilled and new trucks hit the road, demand began to 
normalize. 

The result was a sort of “freight recession,” with high 
capacity and lower demand. 

“This has brought us the low-rate environment we're 
seeing today, but we all know these things are cyclical.” 

Fresh food supply chain issues are largely resolved, he 
added. The industry is seeing ample capacity, and rates 
are at near-historic lows. 

“Now is a good time to get asset-based carriers and 
intermodal operators into your carrier portfolios.” 

Some buyers from the major grocery chains and 
foodservice providers place small orders several times a 
week, which in many cases increases costs and does not 
guarantee freshness, Welker said. 

That means suppliers are forced to run trucks in for 
multiple small deliveries that create a false sense of fresh 
product turn. 

“They've succeeded in turning their warehouse over 
in 72 hours, but in most cases it’s the same product 
being delivered that week. It’s important to identify and 
address situations where simply ‘trading warehouses’ is 
driving up costs.” 

Refrigerated less-than-load (LTL) deliveries become 
essential in this fulfillment model, Welker said, because 
reefer LTL is difficult, expensive and frequently runs at a 
compromise temperature. 


The three musts of getting fresh foods from 
Point A to Point B 

Efficiency, accuracy and reliability are the keys to 
successfully transporting foods from producers to 
consumers, Welker said. 

Every step of the process is important and needs to be 
done faster and correctly. 

A single incorrect keystroke, for example, can 
cause a delay at the shipping point due to a wrong 
pickup number. 

“That wrong pickup number can cause the truck to go 
to the back of the line and actually lose that day's load,” 
he said. “There are lines of trucks waiting for product, 
and fresh product will be loaded onto the trucks that 
show up with the right numbers.” 

The same situation applies across the board: Trucks 
must have the proper equipment to secure the load, the 


U.S. supply chains responded to the global volatility of the past two 
years by transforming supply chain networks to improve resilience 
against future disruption. 


That was among the takeaway’s of the 34th annual State of Logistics 
Report, commissioned by the Reading, Pa.-based Council of Supply 
Chain Management Professionals, conducted by global consulting 
firm Kearney and presented by Penske Logistics. 


While last year’s report highlighted the need to get back in sync, the 
2023 version focuses on how logistics operations can build long-term 
resilience in an effort to best serve customers through a variety of 
distribution channels. 


“As the logistics sector moves forward from years of supply chain 
challenges and bottlenecks, our report shows that now is the time to 
begin thinking seriously and proactively when it comes to building 
strategic capacity,” said Balika Sonthalia, senior partner at Kearney 
and co-author of the 2023 State of Logistics Report. “Although 

the market has swung back in shippers’ favor—to the detriment 

of carriers—we cannot emphasize enough the importance for all 
industry participants to begin planning for geopolitical tensions, 
cybersecurity threats, climate change and related natural disasters, 
slowing e-commerce growth, and global recessionary factors.” 


Andy Moses, senior vice president of sales and solutions, Penske 
Logistics, said that the industry has seen a dramatic runup in supply 


chain costs, to a record $2.3 trillion. Third-party logistics providers 


like Penske, he said, play a critical role in helping shippers navigate an 
increasingly volatile logistics market. 


Among the notable findings: 

* A key report statistic, U.S. business logistics costs (USBLC), 
shows an increase. USBLC now stands at a record $2.3 trillion 
(was $1.85 trillion last year), representing 9.1% of national GDP— 
the highest percentage of GDP ever. 

While consumers are continuing to return to stores, e-commerce 
sales are not slowing down. In 2022, the U.S. e-commerce 
market grew Бу 8%, to $1.03 trillion (was $871 billion). It is now 
14.5% of the entire U.S. retail market. 

Third-party logistics providers are investing more capital into 
their technology offerings, as opposed to shippers (companies 
that provide goods and services). Respondents indicated that 
96% of 3PLs have migrated to the cloud (shippers indicated 86% 
of them have), while 80% of 3PLs are investing in lol (77% for 
shippers). 

The reshoring movement continues. For a number of businesses, 
reshoring has gone from a strategic possibility to a market 
reality. According to the Kearney Reshoring Index, American 
imports of Mexican manufactured goods have grown by 26%. 


Percentage of third- 


party logistics providers 
that have migrated 
to the cloud 


Percentage of third- 
party logistics 
providers investing 
in Internet of Things 
(ТоТ) technologies. 


Source: Supply Chain Management Professionals 


forecasted value of 
the global cold chain 
logistics market by 
2025. (In 2018, it was 
worth $160 billion) 


Source: ResearchAndMarkets 
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reefer unit must be pre-checked for functionality, and 
the driver must have enough hours to complete the run 
— and so on. 

CSX, Welker said, understands these parameters and 
follows them to a T. 

"This is fairly unique in the intermodal industry and 
has been very beneficial for us. Intermodal does take 
minimally more time, but the temperature is properly 
maintained and the carbon and cost savings are real.” 

CSX can offer reliable, environmentally friendly 
service, with consistent capacity and pricing in a 
turbulent and uncertain market. 

Low truck rates, Welker said, have created an almost 
unsustainable market environment. Many of the 
trucking companies are operating below cost, deferring 
maintenance and other overhead trying to compete and 
stay afloat. 

"When holiday, weekend or weather rushes happen 
trucking companies quickly increase their rates to 
recover some of the losses incurred in the prior weeks 
or months. These fluctuations in the delivered cost of 
goods create problems for customers." 

With consistent business, he said, CSX is able to 
smooth out these bumps. There will always be a place 
for trucks, but many CSX customers are seeing the value 
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Now is a good time to 
get asset-based carriers and 
intermodal operators into 


your carrier portfolios." 
William Welker, CSX 


of dedicating a fixed percentage of their business to an 
intermodal platform. Customers have recognized how 
a few small process changes can result in considerable 
freight savings using intermodal, and CSX is seeing their 
fixed percentages grow. 

In addition, the carbon savings realized by customers 
are increasing every year. Rail, Welker said, is inherently 
more fuel-efficient and better for the environment than 
shipping by truck. 

"CSX continues to pursue innovative service solutions 
that combine long- and medium-haul rail with short- 
haul trucking, enabling customers to increase their 
use of safe and environmentally advantaged rail 
transportation." (р) 


Lineage Logistics 
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Door-to-door. 
Refrigerated. 
Seamlessly orchestrated. 


CSX is excited to introduce CSX Greenway - a streamlined, door-to- 


door service for fresh produce, frozen foods and other refrigerated 


goods along the l-95 corridor. It combines the reliability of trucking 
with the economic advantages, capacity and sustainability of rail. 


It's your simplified solution. 


Visit wwv.csx.com/greenway 
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ustainability has been top of mind for many 

consumers, brands and retailers alike for 

the last several years. Companies are being 
challenged to provide details on how their efforts 
support the environment. 

A growing number of consumers are holding 
retailers responsible by voting with their dollars 
for what choices they offer shoppers, especially in 
the meat case. A report from Kearney found that 
"environmental impact” is valued almost twice as 
much in the grocery channel than in restaurants. 

Twenty-seven percent of respondents indicated 
"environmental issues" were a significant influence 
on their specific food choices, compared to 15 
percent in restaurants.’ 

Further, Power of Meat 2023 found that "shoppers 
who emphasize planet, people and animals tend 
to align their values with those of the store and the 
brands they purchase.”* 

Consumer demand for beef continues to be 
strong, even in inflationary times. According to the 
Beef Checkoff, almost two-thirds of consumers 
say they plan on eating at least the same amount 
of beef that they currently do in the coming 
months ahead.* 

However, a growing segment of consumers is 
concerned about the impact of beef production 
relative to other animal protein on the environment. 
The Kearney study found that in the last five years, 
Google searches about the carbon footprint of beef 
have increased by 187.“ Furthermore, the report 
states than a quarter of consumers think about the 
environmental impact of food while at the grocery 
store! These consumers are increasingly aware 
of environmental claims (or lack thereof) about 
products they consume and are searching for 
brands and products that align with their desire to 
minimize impact on the climate. 

Now, that doesn't mean consumers want to give 
up meat. According to Kearney, 3275 of those who 
were somewhat aware of the "sustainability aspect 
of food" and 20% of those who were very aware, 
don't want to adopt a vegetarian or vegan дек 

This provides retailers an opportunity to satisfy 
shoppers with beef brands that are addressing 
consumers' concerns. 

Retailers can differentiate themselves and meet 
select consumers' demands by carrying brands 
with programs focused on industry practice 
improvement, such as adoption of regenerative 
agricultural practices, reduced greenhouse gas 
emissions or animal welfare standards. For example, 
Tyson Foods' newest launch into the marketplace, 
Brazen™ Beef, is the first beef brand that has 


received USDA approval for a climate friendly* beef 
claim on label by demonstrating a 1076 greenhouse 
gas reduction from pasture to production as 
compared to conventional cattle. 


Sustainability and animal welfare 

For many consumers, animal welfare and 
sustainability go hand-in-hand. Power of Meat 

2023 reported 85% of consumers will take into 
consideration at least one of the four areas of 
health, animal welfare, planet or social responsibility 
when buying meat/poultry.? 

Beef brands that can demonstrate that they're 
taking a proactive approach to animal welfare, such 
as through third-party audits, cattle performance 
monitoring or certifications, will have more success 
with select consumers. 

Packaging is another opportunity to connect 
with consumer values. Selecting products with 
plant-based fiber packaging or packaging that 
is designed to be recyclable is a great way to 
show commitment to practices beyond the beef 
product itself. Showcasing a full brand story from 
pasture to production, and through packaging and 
merchandising helps consumers see the value 
provided in a premium program. 

We leveraged these insights in the design of 
Brazen Beef because of the value they offer to 
retailers and consumers. Cattle used for the Brazen 
brand are raised by producers enrolled in programs 
that adhere to specific animal welfare practices, 
including, for example, Beef CARE?" , an animal 
welfare and regenerative agriculture verification 
program administered at the producer level. Cattle 
are also handled at Tyson facilities in accordance 
with Tyson Foods' Animal Welfare CARE** 

In-store point-of-sale materials for Brazen 
products are designed to be recyclable. 

To really get consumers on board, retailers 
must also show action behind their commitments 
beyond stocking products. They can highlight 
their own efforts to shoppers by setting science- 
based targets and selecting product offerings that 
result in reduced emissions. Minimizing waste, 
by supporting food bank donations or offering 
compostable and reusable produce and meat bags 
options, is another key area of focus. 

Retailers can satisfy current customers and even 
reach new shoppers by highlighting products taking 
steps and communicating these practices. For more 
information on Brazen Beef, visit brazenmeats.com/ 
retailwaitlist/. 

Britney Banuelos is senior brand manager for 


Tyson Foods, Inc. 
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** 


Cattle used for Brazen 
Beef products are enrolled 
in Tyson Foods' Climate- 
Smart Beef Program for 
emission reduction from 
pasture to production. | 
www.BrazenMeats.com 
Tyson Foods, Inc. 

Animal Welfare CARE 
Program BeefCARE isa 
trademark of Where Foods 
Comes From, Inc. 


Consumer awareness of 
food's environmental impact 
is slowly growing, Food Dive 
// Dawn of the Climavores, 
Kearney; April 2022 
Anne-Marie Roerink, 
Principal, 210 Analytics 

LLC, The Power of Meat 
2025, Report sponsored 

by Sealed Air Food Care 
Division/Cryovac® and 
Published by FMI and the 
Foundation for Meat 6 Poultry 
Research & Education 

Beef Industry Review and 
Consumer Insights: February 
2023 Edition, National 
Cattlemen's Beef Association 
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technology help 


By Hayley Hyer 
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risks and meet regulations 
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ccording to a recent product recall index report 

by Sedgwick, a Memphis, Tenn.-based provider of 

technology-enabled risk, benefits and integrated 
business solutions, recalls in the first quarter of 2025 by the U.S. 
Food and Drug Administration (FDA) increased 23.2% from the 
previous quarter to 117 events. 

However, the Sedgwick report also found that the number of 
units impacted decreased by 78.7% to 39.3 million. 

Recalls by the U.S. Department of Agriculture (USDA) remained 
the same at 11 events for the second consecutive quarter, though 
the number of pounds recalled increased 1,129% to 2.9 million. 

Looking forward to the rest of 2023, Sedgwick said the FDA 
plans to address a variety of areas including allergens, dietary 
supplements, food additives, topics related to the Food Safety 
Modernization Act (FSMA), and labeling. 

"As the number of recall events increase across industries, 
the risks to manufacturers grow more serious, with increased 
regulatory enforcement and a more publicized recall process," 
said Chris Harvey, Sedgwick senior vice president of brand 
protection. "Regulators are working to prioritize product 
safety while balancing innovation with oversight — meaning 
manufacturers can expect to contend with new rules and 
regulations. Businesses will need to remain agile to keep pace 
with these changes and prepare for future ones." 

According to Los Angeles-based Global Food Safety 
Consultants (GFSC), the FDA published an updated FDA Food 
Code in December 2022 and added amendments to the 2022 
Food Code in early 2025. 

GFSC highlighted the following as key updates for restaurants 
and instore deli/prepared foods: 

* Sesame has been added as a major food allergen, which affects 
abeling requirements. Food manufacturers must now add it to 
the "Contains/may contain" section of the food label. 

* Commercially packaged food with manufacturer's cooking 
instructions must be cooked according to those instructions 
before it is used in ready-to-eat foods or offered in unpackaged 
orm for human consumption. There is an exception if the 
packaging indicates the food can be consumed without cooking. 


* If the manufacturer indicates a product has not been processed 
to control pathogens, this product should be cooked to 
"an appropriate time and temperature." The kitchen has 
some leeway to make decisions about appropriate time and 
temperature but should do so very carefully. 

* Businesses may donate unused food items as long as they 
have been “stored, prepared, packaged, displayed, and labeled 
according to Food Code safety provisions." 

"These new rules help provide clarity for restaurant owners 
and managers while providing safer end products for consumers," 
said Lisa Nicely, co-founder of GFSC. "It also allows restaurants 
to reduce food waste and help others by providing guidelines 
for food donations. Restaurants were not prohibited from 
donating unused food before, but without specific guidelines, 
many restaurant owners were reluctant to do so because of legal 
concerns." 
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Food safety tips from FPS 
By Ryan McCarthy 


As a freezing and cooling equipment company, 
FPS Food Processing Systems understands that 
maintaining hygienic standards in the food pro- 
cessing stages Is Important to stop contamination. 
FPS said it provides detailed attention to sanitary 
design for best manufacturing practices. 


The most common foodborne pathogens that 
affect millions of people each year are bacteria like 
Salmonella, Campylobacter, Listeria and E. Coli. 


FPS advised that one of the most effective ways 
to reduce bacterial growth is through temperature 
control, where people avoid the risk of microbial 
activity between 40°F - 140°F that can lead to 
foodborne diseases and illnesses. 


The company said that it utilizes structural and 
mechanical engineering concepts to reduce 
bacterial growth while retaining the quality and 
integrity of the food products when it undergoes 
the freezing or chilling stage. 


The possible cross-contamination on surfaces and 


in the air are other factors FPS considers when 
working on food safety strategies. 


Some of the points emphasized by the company 
include having a fully welded enclosure building to 
reduce external entry points while maintaining safe 
temperature levels. 


Next, the company said to eliminate bacteria 
points that can catch and hold food debris with 
minimal lap Joints and bolting. Externally mounted 
fan motors were important to keep lubricants, 

oils and foreign matter from entering the food 
processing stage. 


Lastly, FPS said all equipment should be cleaned 
from the inside to reduce and eliminate potential 
contaminants such as leftover food debris, mold 
or even industrial cleaning chemicals used that can 
enter food products. 
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A safer salad bar 

The Vollrath Company, based in Sheboygan, Wis., was founded in 
1874 and is a six- and seventh-generation family- and woman-owned 
equipment manufacturing company. 

In June, the company launched its latest innovation for foodservice 
and instore deli/prepared foods — touchless, self-serve salad bar 
equipment called SerVue. 

"SerVue features an elevated refrigeration area that provides a 
beautiful visual showcase of ingredients," said Brian Hedlund, senior 
vice president of foodservice for Vollrath. "It gives customers a 
completely new, exciting and safe way to serve themselves at a salad 
bar and makes checking and refilling ingredients a breeze for the 
operator." 

Sensors at the bottom of the cannisters allow the SerVue to detect 
the presence of a container and dispense the contents without any 
touch required. When setting up the equipment, store managers can 
customize the sizes of portions to be dispensed to better manage 
inventory and costs. 

"Fitting in a smaller footprint than a 4-well drop-in, the SerVue 
features double glass doors that house eight transparent ingredient 
canisters," Vollrath said. "The refrigerated unit maintains temperature 
better than a typical drop-in or serving line and guarantees optimal 
product freshness. Ingredients are self-contained and protected from 
germs and other contaminants, so there is no need for serving utensils 
or breath guards. The well-lit interior showcases the ingredients in an 
appealing мау." 

The top benefits of SerVue for operators include: 

* Dialed in dispense control saves food portions and costs 

* Precise temperature control guarantees optimal product freshness 
* Eliminated cross-contamination of ingredients 

* Ata glance ingredient monitoring 

e Easy refills and cleaning 

e Minimal footprint impact 

The top benefits for consumers include: 

* No navigating around a breath guard or extended reaching to get to 
ingredients in the back of the unit 

* Touchless operation eliminates having to handle serving utensils 

e Enhanced visibility to food options 

* Cleaner food protected from germs and other contaminants 

* Nocross-contamination of ingredients 

e Entertaining self-serve experience 

More information about SerVue can be found at 
VollrathFoodservice.com. 


Supportive software 
As technology advances, especially with AI and cloud capabilities, 
there is now software available to help with just about anything food 
safety related. The following software companies each have something 
unique to offer with their technologies. 

Austin, Texas-based Oracle recently added fresh management to its 
Oracle Retail Merchandising Cloud Services. 

"Grocers continue to expand their offerings to compete for shoppers' 
hearts and minds with convenience and choice,” said Mike Webster, 
senior vice president and general manager of Oracle Retail. "Enabling 
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The Vollrath Company's 
SerVue touchless salad bar 
has sensors that detect the 


esence of a container to 


customers to grab a sandwich, sushi, or even a pre-made dinner gives 
them incentive to come into a store and spend more - but it comes 
with complexity for the grocer. Today, we are eliminating that hassle by 
enabling food retailers to better trace all fresh foods and bring together 
recipe management and ingredient management. This will help grocers 
handle production planning and execution more precisely, as well as 
account for the cost of labor and packaging, all within their familiar 
Oracle platform for modern retail." 

In fresh departments, inventory management is a key part of food 
safety as it is important to have a reliable system for keeping track of 
freshness. Part of Oracle's fresh management APIs and extensions are 
sensors that can monitor products that are close to expiration. 

“With the Fresh Items Ingredients Management API and Zero Waste 
cloud service extension available for Oracle Retail Merchandising Cloud 
Service, grocers can manage the sourcing and procurement of the 
ingredients from within the store to factor in the material cost of those 
ingredients, inventory implications, and restocking all from easy-to-use 
mobile applications,” the company said. “For example, strawberries and 
blueberries from the produce section nearing the end of life, granola, 
and yogurt could all be flagged as items leaving a store shelf to be used 
in the deli section to make a parfait. Merchandising can account for the 
average cost of the produced items based on the current prices of the 
ingredient items and make all the appropriate stock ledger entries.” 

More information about the Oracle Retail Merchandising Cloud 
Services can be found at Oracle.com. 

Lawrenceville, Ga.-based ComplianceMate offers patented 
technology that can help foodservice-related businesses monitor 
temperatures, optimize their operational efficiencies, streamline their 
workflows and enhance their food safety compliance programs, 
according to the company. “The quick return on investment is the 


The Vollrath Company 


difference maker,” said Thom Schmitt, vice president of sales. “When 
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you compare the cost of the system to the cost of product loss, it 
very quickly pays off. Actual ROI is achieved in about six months. 
Coolers break down about once every 60 months. A location with 
$10,000 of product now proactively avoids equipment failure and 
saves $10,000 of food loss." 

More information about how ComplianceMate's temperature 
sensor software can streamline HACCP compliance checklists and 
cooler monitoring can be found at ComplianceMate.com. 

Salt Lake City-based RizePoint acknowledges that International 
Organization for Standardization (ISO) compliance can be 
daunting, time-consuming and costly. However, the company 
says that technology is changing the game for ISO compliance. 

"SaaS-based quality and audit software can automate many 
tasks associated with ISO compliance, helping organizations 
easily track and manage their quality metrics, generate reports, 
and document corrective actions,” said Paul Damaren, executive 
vice president of business development at RizePoint. "This can 
save significant time and reduce the risk of errors. Technology 
can also provide real-time visibility into the compliance process. 
With access to real-time data, organizations can quickly identify 
and address any issues that may arise, helping to ensure that they 
stay compliant." 

"Technology is playing an increasingly important role in 
achieving ISO compliance," Damaren said. “It can automate many 
of the tasks associated with the process, save time, reduce the 
risk of errors, and provide real-time visibility. Organizations that 
embrace technology will be better equipped to achieve and 
maintain compliance." 

More information about RizePoint ISO compliance technology 
can be found at RizePoint.com. 

In June, Newark, N.J.-based PLM Fleet's loT management 
platform PLM TrustLink was named a 2023 "Top Food Chain 
Technology” by Food Chain Digest, the official magazine of Food 
Shippers of America (FSA). 

"This is the second consecutive year we have won this 
prestigious award,” said Миті Ram, PLM TrustLink managing 
director. "By delivering the 3Ts of the Supply Chain - Transparency, 
Traceability and Trust - PLM TrustLink is revolutionizing track and 
trace technology in the cold supply chain." 

According to the company, PLM TrustLink captures KDE and 
CTE data at the item, case, batch, or container level and uses 
unique product identifying information to continue to provide full 
visibility throughout the entire supply chain process. 

"Technology has become the backbone of the food supply 
chain," said Brian Everett, group publisher and editorial director of 
Food Chain Digest. 

"Technology platforms, applications and innovators have 
emerged in the food and beverage market to bring more 
efficiency, productivity, and transparency to the food chain. This 
recognition program highlights leaders like PLM TrustLink that 
are readily available to food shippers in helping them accomplish 
business goals." 

More information about PLM TrustLink can be found at 
PLMTrustLink.com. 
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According to RizePoint, ISO 
compliance software offers the 
following seven benefits: 


Automating critical tasks. “Technology can 
automate tracking and managing quality metrics, 
generating reports, and documenting corrective 
actions. This can save a significant amount of time 
and reduce the risk of errors.” 


Achieving real-time visibility. “With access to 
real-time data, organizations can quickly identify 
and address any issues that may arise. This can help 
ensure that the organization stays compliant.” 


Centralizing record-keeping. “Tech solutions 
help organizations centralize and track the 

various components of ISO standards, including 
certification documents, audit information, and 
operational records. This can save time and reduce 
errors compared to managing paper records and 
manually tracking certifications.” 


Simplifying the process. “Simplify the process 
by using tech tools to collect, centralize, organize, 
store, and analyze the necessary information in a 
streamlined and efficient manner.” 


Reducing risk. “Use technology to help 
reduce the risk of food safety breaches and other 
incidents that could cause major financial and 
reputational damage.” 


Cutting costs. “Investing in modern tech 
solutions to achieve ISO compliance can provide 
a strong ROI by cutting costs through energy 
efficiency, preventing damages that would come 
from a food safety breach, and boosting customer 
confidence, loyalty, and sales.” 


Spotlighting this priority to key 
stakeholders. “Being ISO certified shows 
your key stakeholders that you're investing the 
time, money, and energy into running as safely, 
effectively, and ethically as possible, and that 
protecting them remains your top priority." 
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By John Unrein 


THE INTERSECTION OF DAILY DELIGHTS AND MINDFULNESS 
MATTERS - two of four “transformative trends” identified by Dawn 
Foods - opens the door to an amazing opportunity for bakeries today. 

Dawn identifies the trends in its new Global Bakery Trends. Daily 
Delights and Mindfulness Matters can be viewed through a single prism 
that sheds valuable light on what consumers truly want from the bakery 
and which types of sweet bakery products they are most eager and 
likely to purchase. 

Daily Delights are represented through smaller-size portions that 
are perfect for the consumer who wants just a little indulgence in their 
day. As we place a stronger emphasis on mental health, consumers 
have increasingly changed their perceptions of sweet goods. Enjoying 
something sweet has gone from 'something I feel guilty about" to 
"something that makes me feel good,” an essential part of a more 
balanced lifestyle. 
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As for Mindfulness Matters, today's consumers are putting a great 
deal of thought into the foods they eat. Aware of how their choices 
affect their personal health, their community, and their planet, they're 
looking for authenticity, and want to make a positive impact on 
the world. 

Fast facts - 73% of consumers eat local as much as possible, and 61% 
are willing to pay more for sustainable options. 

"Trends are being converted now on consumer terms,” said Sarah 
Hickey, senior director of marketing and insights. "For example, every 
culture has their own version of fried dough. People of different cultures 
agree on the same, T know this emotion and this feeling.” 

Hickey accentuates the point that there are many innovative products 
and mashups in the sweet bakery sector, and together they offer 
consumers a global world of enticing flavor profiles and textures. But it's 
even more than that. 
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Dawn Foods, John Unrein / Sosland Publishing Company 


"People love to indulge once a day and they want to be very mindful 
about their choice,” she explains, pointing out how Daily Delights and 
Mindfulness Matters intersect. 

At the International Dairy Deli Bakery Association convention June 
4-6 in Anaheim, Calif., Dawn Foods presented its patent-pending Dawn 
Exceptional? Pak Perfect™ Non-Sticky Donut Glaze. This breakthrough 
innovation, designed for small and industrial scale donut production 
lines, allows manufacturers, commissaries, and in-store bakeries to sell 
glazed yeast raised donuts packaged in a clamshell. Dawn Exceptional 
Pak Perfect™ Non-Sticky Donut Glaze features a revolutionary non- 


Sticky texture that leaves no residue and has a 5-Day packaged shelf-life. 


In addition, Dawn Foods showcased a dazzling array of on-trend 
options for shoppers at the IDDBA show. Examples include Daisy 
Donuts made with Dawn Exceptional? Rich Taste Lemon Filling, Banana 
Split Cupcakes, and much more. 


Mix it up 

For those looking to shake things up and offer something new and 
exciting to your customers, then Westco's Mochi Donut mix from 
BakeMark is a perfect solution. Westco's Mochi Donut mix is a specially 
formulated blend of high-quality ingredients. These include rice flour, 
sugar, and tapioca starch. This allows you to create soft, chewy, and 
utterly delicious mochi donuts right in your own bakery. These donuts 
are not only tasty, but they are also a healthier alternative to traditional 
donuts. Mochi donuts are a unique and exciting addition to any bakery's 
menu, and with Mochi Donut mix, you can easily offer them to your 
customers. 

Using Westco's mix is easy, making it a great choice for busy bakeries. 
For this mix, simply add water, eggs, canola oil and vegetable shortening. 
You will have a batch of delicious mochi donuts ready to be fried in just a 
few minutes. You can easily customize the recipe to your liking by adding 
different flavors or spices. Don't forget BakeMark's line of dipping icings 


Made with: 


Westco Mochi Mix 


and may contain the following: 
Westco Vanilla Dipping Icing 
Westco Chocolate Dipping Icing 
Sorinkelina White Garibaldi 
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апа toppings. Make sure that your bakery case pops with the colors from 
the company's wide range or Sprinkelina sprinkles and blends. 

In addition, BakeMark focuses on Hispanic bakery solutions. Whether 
youre a fan of tortillas or conchas, you'll find a wide range of Hispanic 
mixes with the Trigal Dorado line, which delivers authentic Hispanic 
flavors. The easy-to-use products cut the labor cost and give you 
time to focus on the finishing of the products. The products combine 
authenticity, consistency, and flavor. 

Further, BakeMark offers another innovative bakery mix - the 
Mauisada™ Mix, under its Westco flagship brand. This bakery mix 
enables bakery operators to create the traditional Hawaiian sweet treat 
and other varieties, with only the addition of water and yeast. 

Transport your customers to a tropical paradise with exotic flavors 
that embody the essence of summer. From guava to pineapple, 
mango to passion fruit, the options are endless. These flavors can be 
incorporated into cakes, muffins, and even breads to add a touch of 
paradise to your offerings. Examples include Malibu Sunset Cupcakes 
that utilize Westco's Pineapple Fruit-O, or create mouthwatering 
Pineapple Lemon Donuts, a refreshing pineapple macaroon, or a 
luscious mango mousse. Dont forget to garnish your creations 
with toasted coconut flakes or tropical fruit slices to enhance the 
visual appeal. 


Bolstering capacity 
On the production side, Puratos plans to open its first dedicated bakery 
glaze plant in the United States by 2025, acting as a regional hub for 
customers while strengthening the company's operational capabilities. 
The company said the plant will be built within its main US campus 
in Pennsauken, NJ, adding a local presence to its already extensive 
network of manufacturing sites that includes Mexico, Belgium and Italy. 
According to Puratos, the bakery glaze plant will allow the company 
to continue making its Sunset Glaze product, a plant-based and 
allergen-free egg wash alternative known for its shine, color and “easy 
cleaning." The facility will have a manufacturing line that can handle 
10-liter and 20-liter bag-in-box options and large-scale industrial 
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Bakery: Mixes and-bases 


packaging amongst other needs. Puratos also said the facility will be 
built with sustainability in mind as it will feature LED lighting, on-site 
electric vehicle charging and a 100% solar roof. 

The company's Northeast distribution center, which previously 
was located on its US campus, will move to a newly purchased 
194,000-square-foot building that is located nearby at 9150 Griffith 
Morgan Lane in Pennsauken, thus expanding the Puratos' East Coast 
base of operations, the company noted. 

“We're excited about the opportunities this expansion brings,” said 
Andrew Brimacombe, president of Puratos USA. “As demand for glazed 
items continues to grow, the investment will further strengthen our 
ability to support customers across the US with new levels of bakery 
innovation." 

Puratos is also expanding its West Coast operations with two key 
investments in the Los Angeles region: a new manufacturing line 
at its Rancho Dominguez facility and a planned relocation to a new 
warehouse and distribution facility in Gardena. 

According to Puratos, the new manufacturing line in Rancho 
Dominguez will double capacity for the company’s full line of dry 
products, including bakery and sweet goods mixes and improvers. The 
line will feature cutting-edge technology with improved automation 
and enhanced design that incorporates ergonomics and material flow, 
Puratos said. In addition to the manufacturing line, Puratos said it has 
made other upgrades to the plant. 


Online training 

Education and training play pivotal roles in the success of the bakery 
department, and Rich Products is looking to give back to the baking 
industry with the launch of a new online training and education 
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platform known as Rich's Academy. Announced earlier this year and 
free to users, the platform helps bakery professionals at all stages of 
their career build their skills, tap into industry trends and insights, and 
take courses that qualify for continuing education credits or units from 
accrediting organizations. Rich's Academy begins with a spotlight on 
four key industry segments. 

“Rich's Academy was an idea born during the pandemic," said Jamie 
McKeon, senior vice president, demand creation, Rich Products. “As 
a trusted partner, we needed to create a digital way to continue to 
deliver innovative solutions and enhanced value to our customers. 
What resulted is a fantastic resource that will provide ongoing training, 
skilled instruction and menu innovation to in-store bakery foodservice 
professionals everywhere, especially as the industry grows and evolves.” 

Rich's Bakery Academy helps professionals master cake decorating 
skills alongside Rich's own talented bakery technicians, among other 
skills, for free. Programs range from “Cake Icing Basics,” to "Baking 
101," “Flower Designs,” and “Time Saving & Production Tips” for cake 
decorating. Training is customized to the level of the online learner, 
for example breaking down cake decorating borders instruction from 
beginner to intermediate and advanced. 

Professionals can also stay up to date and on-trend with current 
standards and expand their culinary skills and meet continuing 
education credit requirements at their convenience with accredited 
courses and training materials. Examples include “Breads Around the 
World" and “Smart Seasoning: Salt,” accredited by the American Culinary 
Federation. 

Professionals will also have access to industry-leading research and 
insight, benefiting from Rich's world-class research department and the 
direct input of its bakery and culinary teams. 
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LACK OF INNOVATION PLUS RISING PRICES pose major headwinds 
for in-store bakeries (ISB), but significant opportunities exist as well. 

Those are the key takeaways from a recent survey of 900 in-store 
bakery shoppers conducted in May, noted Wade Hanson, senior 
principal, advisory practice, at Technomic, who spoke at the 2023 
International Dairy Deli Bakery Association's show June 4-6 in 
Anaheim, Calif. 


Specifically, Hanson said consumers are tired of the “sea of sameness” 


and want bakeries to innovate the traditional favorites that they buy, 
such as cakes with different flavor frostings and other new varieties of 
popular baked goods. 

The survey showed 46% of consumers agree that when they see a 
new item or flavor, they "have to try it. That's especially the case with 
younger consumers. 

“We have had points in time over history where the consumer 
was looking for absolutely new products — nothing like they've seen 
before,” he explained. "That's not the place where the consumer is 
today. The consumer wants to see innovation within traditional favorite 
categories." 

He pointed out that seven in 100 shoppers never visit the in-store 
bakery because of the perceived sameness of the product selection. 

Additionally, inflation has taken its toll. More than 80% of those 
surveyed said they're concerned about in-store bakery prices today. 
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“What we've seen over the last 24 months is, as inflation has risen, as 
those prices have gone up, the concern has clearly gone up,” Hanson 
said. “And what's interesting is the consumer will tell us that they believe 
price is more of an issue in the ISB than it is elsewhere in the store.” 

In fact, he added, consumers surveyed think in-store bakeries are 
more expensive relative to the other fresh departments along the 
supermarket perimeter, and some 58% are concerned those high prices 
will remain in the future. 

"That's something that we have to pay close attention to as we go 
through the next couple of years,” Mr. Hanson noted. “So a near-term 
Observation of our team is, yes, value matters, and another important point 
is many consumers fear that grocers may maintain those high prices.” 

He said consumers are wary that grocers are going to keep prices 
high even after inflation comes back down, and they may have to 
reassess their shopping habits. 

“They're [thinking] this is going to be the new baseline for where 
ISB prices sit, and that's concerning to a lot of consumers,” Hanson 
explained. 

Overall, the in-store bakery is very important to where consumers 
shop, but its importance is waning, Mr. Hanson said. 

Technomic's survey showed 31% of shoppers purchase baked goods 
from the in-store bakery every time or most of the time they visit the 
store. That compares to 42% of consumers in 2019. 
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Rolling up innovation 


By Hayley Hyer 


BY OFFERING SUSHI PRODUCTS IN PREPARED FOODS, instore delis 
gain endless opportunities for creativity and innovation. Not only does 
sushi offer so much to explore with flavors and textures, but it also has a 
unique visual appeal with its size, shape and colors. 

Sushi has so much visual appeal that The Kroger Co., headquartered 
in Cincinnati, made a connection between sushi and florals. In May, the 
company launched a partnership with Uber Eats to offer consumers 
the convenience of ordering custom-wrapped Bloom Haus by Kroger 
floral bouquets and sushi-related products — including sushi rolls and 
combos, dumplings, poke bowls and bottled sauces — for delivery. 

"Kroger continues to bring customers additional ways to enjoy their 


favorite fresh products with zero compromise on convenience or value,” 


said Stuart Aitken, Kroger's senior VP, chief merchant, marketing officer. 
"Now with Uber Eats, our customers have more options to quickly and 
easily order a California Crunch Roll for dinner tonight or send a fresh, 

premium floral bouquet just to say, ‘I'm thinking about you." 

To promote the launch, Kroger offered two discounts on Uber Eats. 
Throughout May and June, Uber Eats users received 50% off Bloom 
Haus orders of $25 or more and 30% off sushi orders of $15 or more. 

"Finding the freshest, highest-value treats — even for delivery — can 
be time consuming,” said Christian Freese, Uber's head of grocery and 
retail across the US and Canada. "This new curated collaboration with 
Kroger across floral and sushi makes it easier than ever for people to 


treat themselves and others on-demand. Uber Eats 
helps to make life a little more effortless, and 
we're happy to be working with the Kroger The Kroger 


Family of Stores across the country to save Co.'s partnership 
with Uber Eats 
offers consumers 
and loved ones." the convenience of 
delivery for sushi 
and florals. 


time for what matters most — friends, family 
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Specialty supermarkets 


zd ‘Canadian retailer TST Supermarkets, based in Richmond, B.C., has 
“begun its plans to open a United States location in the summer of 


2024 in Bellevue, Wash. The company made the announcement in 
celebration of its 30™ anniversary. 


Ы “We know the love for ТОТ transcends borders,” said Tina Lee, CEO, 


T&T Supermarkets. “It’s not unusual to see US license plates in the 
parking lots of our British Columbia stores, with hundreds of customers 
regularly making the drive for our food. After 30 successful years in 
Canada, we couldn't be more excited to bring our unique offering closer 
to home for customers in the United States.” 

According to ТӨТ, the 76,000-square-foot location will be the largest 
Asian supermarket in Washington and create more than 300 jobs. 

“Filled with the Asian cuisine the stores have become famous for, the 
new location will feature a sushi counter, hot food bar, noodle station 
and in-store kitchen and bakery for freshly prepared delicacies like 
steam buns and pork belly bao, as well as Asian pastries and cakes,” 
а T&T representative said. "The store will also be home to more than 
300 of ТӨТ 5 private label products, including customer favorites like 
green onion pancake, Korean kalbi marinade, juicy pork dumplings and 
seaweed snacks." 

"We are thrilled to have ТӨТ Supermarkets in Bellevue. This store 
will add to our rich food scene and the vibrant culture of our city," said 
Bellevue Mayor Lynne Robinson. “ТӨТ will employ hundreds of talented 
local workers and I know the store will be welcomed and enjoyed by 
our community and the region beyond." 


Plant-based innovation 
As vegan, vegetarian and flexitarian diets continue to trend upward, it is 
only natural for companies to get creative with plant-based sushi. 

Most retailers already offer at least one veggie roll, such as cucumber 
and avocado, but Minneapolis-based Wicked Kitchen is pushing for 
more innovation in seafood alternatives. 

In September, the company acquired plant-based seafood company 
Good Catch, and in May, it acquired Current Foods, an alternative 
protein startup that makes plant-based sushi-grade tuna and salmon. 

"Current Foods is a perfect match for Wicked as a global-impact 
brand with the same mission and complementary products,” said Pete 
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Speranza, CEO of Wicked Kitchen. "With this deal and the Good Catch 
acquisition, we're uniquely positioned as consumers continually learn 
about the environmental impact realities on sea life." 

Astanor Ventures, Current Foods' largest investor, has supported the 
company since 2020 and expressed optimism for the merger. 

"Wicked's commitment to impact and to defining the future of 
the plant-based market makes them the right home for Current 
Foods' high-quality products that combine superior technology and 
unbeatable flavor to create a vegan sushi-grade alternative to fish," said 
David Barber, Astanor Ventures partner. 

According to Wicked Kitchen, since launching in 2019, Current Foods 
has been named as one of TIME magazine's 2021's Best Inventions, 
recognized by Fast Company as a World Changing Idea of 2022, and 
was one of eight products to win the FABI award for the 2023 National 
Restaurant Association show. 

"Wicked continues on our mission to disrupt the food space with 
plant-based culinary-forward solutions for consumers,” said Chad 
Sarno, Wicked Kitchen's co-founder and chief culinary officer. "This 
synergistic opportunity to bring Current into the family only amplifies 
the impact we can have as we continue to push forward in improving 
ocean health and all that call it home.” 


Aquaculture achievements 

Another company recognized for its innovation is offshore, warm-water 
aquaculture leader Forever Oceans. According to the Gainesville, Va.- 
based company, it was named by Fast Company as one of the world's 
most innovative food companies in 2023. 

"The Fast Company recognition is a real honor,” said Bill Bien, CEO of 
Forever Oceans. “We receive the award alongside other impressive food 
and beverage innovators — and we continue to hear great feedback 
from the restaurants now serving our fish." 

In March, Forever Oceans brought several chefs to the Seafood Expo 
in Boston to feature sashimi and nigiri using Forever Ocean's premium 
fresh Kanpachi, along with Chef Liwei Liao's dry-aged Kanpachi. 

Chef Masa Endo, a longtime informal advisor to the company and 
member of Forever Ocean's 50-chef Culinary Board, prepared nigiri 
made with ultra-premium Yuki Tsubaki Koshihikari rice from Niigata 
Prefecture, brushed nikiri sauce and a drop of yuzu kosho. 

"Forever Oceans fish is truly a special product, from both a quality 
and sustainability standpoint," Chef Masa said. 


Sushi superfood 
Miami-based KrillUSA is spreading awareness of the vitamins, minerals, 
antioxidants and astaxanthin Krill contains. The company describes krill 
meat as a denser, more sustainable alternative to traditional seafood. 
"Krill feed solely on Phytoplankton, which are tiny, microscopic 
organisms that make krill meat gluten-free,” the company said. “Krill also 
has the cleanest and pure form of both Omega 3s (EPA and DHA) and 
Omega 6 fatty acids, which are critical in regulating blood pressure and 
supporting healthy inflammatory responses. These unique vitamins are 
also not readily made by the body, so humans have to get them through 
either a supplement or whole foods. Krill also has 2076 more digestible 
protein than other fish, meat, poultry, or plant-based foods, which is 
important for preserving protein and fat stores in the body." 
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KrillUSA believes krill meat will be the next big 'superfood' trend and 


offers recipes — including one for krill meat and avocado sushi rolls — 
on its website at KrillUSA.com/blogs/recipes. 

"As krill meat will inevitability increase in popularity, sustainability 
is incredibly important to KrillUSA," the company said. “Krill are 
sourced from a well-managed fishery to prevent overfishing in the 
pristine Antarctic waters and are processed within a few hours, which 
ensures optimum nutrition is preserved. Krill is more sustainable than 
other seafood options, which are often overfished and unsustainably 
harvested, harming the ecosystem and food chain." 


Sustainability, responsibility 

Charlotte, N.C.-based Hissho Sushi announced in the spring that 100% 
of the seafood used in its products is responsibly sourced, transparently 
certified sustainable by an independent third party and traceable to 
producers and vendors complying with strict standards for food safety. 

"Responsible sourcing generates positive, long-term impact for our 
consumers, our industry and the environment," said Dan Beem, Hissho 
CEO. "While we've taken dedicated steps over the last few years to get 
here, I'm proud of our employees, vendors, and franchisees for helping 
strengthen our resolve to reach our 2023 sustainability goal. It's a 
standard that aligns with our corporate identity to inspire all to be great 
and do well, and as an industry leader, it's simply our responsibility." 

^Hissho Sushi buys and sells only the highest quality sushi ingredients 
and makes premium sushi accessible and affordable to everyone,” the 
company said. “Ав one of the country's largest sushi distributors, Hissho 
Sushi serves up to 80,000 pounds of seafood a week, 175 tons a month 
and more than 2,000 tons of seafood a year to create premium rolls and 
other menu items." 

Hissho worked with Resiliensea Group LLC, an advisory firm for 
the seafood industry, to assess its supply chain and create stricter 
guidelines, such as eliminating all species that are under threat. 

“We are so proud to be a partner to Hissho Sushi as they take this 
important step among distributors and retailers to help protect our 
oceans, the people who make a living by selling responsibly sourced 
seafood and helping increase the transparency of our seafood in the 
US," said Phil Gibson, CEO of Resiliensea Group. “Hissho’s commitment 
is a major step for the industry, and we hope it will result in others 
following their lead." 

Hissho's removed products include baby octopus, eel and mackerel. 

"Looking toward the future, we hope that sourcing practices will 
improve for these items, and we can add them back on the menu," 
Beem said. "Our retail partners' customers have sophisticated palates, 
but they are also responsible consumers. Through feedback, they have 


32 - AUGUST 2023 


Current Foods' 
plant based 
Sushi-grade tuna and 
salmon won а FABI 
award for the 2023 
National Restaurant 
Association show. 


largely told us that it's important to them to understand where 


their food comes from and to protect the environment. We 


are proud to lead the way in our industry - it's at the heart of 
everything we do." 


Adding а ‘wow’ factor 

Chicago-based Wow Bao has partnered with Hissho Sushi to expand its 
grocery store presence to 1,000 units in more than 30 states. Through 
the partnership, Wow Bao supplies instore delis with its popular 
restaurant menu items such as steamed bao, potstickers, dumplings, 
egg rolls and rangoons. 

“With the expansion of Wow Bao's presence in grocery stores 
nationwide, we are on track to be everywhere people shop for easy, 
healthy meals,” said Geoff Alexander, president and СЕО of Wow Bao. 
"Thanks to partners like Hissho Sushi and the prevalence of fresh food 
in grocery stores, Wow Bao has become a leader in craveable, Asian 
take-and-heat meals." 

“We're so excited to partner with a brand that is just as passionate 
about Asian-inspired foods as we are,” said Brian Kiel, COO of Hissho 
Sushi. "This partnership allows us to provide both consumers and 
retailers with healthy and innovative meal options. Wow Bao paired 
with any of our made-fresh, hand-crafted sushi rolls provides 
customers with a delicious and flavorful experience." 


Creative cross- merchandising 
Garwood, N.J.-based Baycliff Company, Inc.'s brand Sushi Chef offers a 
line of ingredients including vinegars, soy sauces, rice and seeds. 

At the Specialty Food Association's Summer Fancy Food Show in New 
York June 25-27, Sushi Chef showcased its newest product, Furikake 
Japanese Seasoning. Carrie Johnson, Sushi Chef COO, said the brand's 
best sellers include the pickled ginger and tuxedo sesame seeds — a 
blend of its white and black sesame seeds that are also sold separately. 

The company also featured the product that started the brand 40 
years ago, the Sushi Chef Sushi Making Kit, which comes with Nori, 
Wasabi, Pickled Ginger, Rice Vinegar, Dark Soy Sauce, Sushi Vinegar, 
Rice, a bamboo rolling mat, a bamboo paddle and a cookbook. 

The kit can create a fun cross-merchandising opportunity in the fresh 
seafood section for sushi fans who have always wanted to try making 
their own but do not know what they need or how to do it. 


AFC Sushi acquires Snowfox 

In June, Tokyo-based Zensho Holdings, parent company of Advanced 
Fresh Concepts (AFC), acquired the Snowfox Group in a purchase 
valued at $621 million. According to Snowfox, its leadership team, 
including CEO Richard Hodgson, will continue with the company. 

"I have been hugely impressed by Zensho during my recent meetings 
with them, and they share our own ambition of providing the highest 
quality, most authentic Japanese food at the best possible value,” 
Hodgson said. “I believe this is absolutely the right move. Zensho 
recognizes the value of the Snowfox Group's highly attractive brands, 
our customer relationships and our diversified international presence. 
Above all — it is testament to the quality, authenticity, and breadth of 
our Japanese food offer that a Japanese food business of Zensho's 
caliber wants us to join them." 
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The Fiorucci brand is the benchmark for Italian charcuterie, one which 
has grown steadily for over 17O years thanks to the authenticity and 
superb flavor of our products. Using the same, treasured family 
recipes today, Fiorucci is a leading producer of specialty meats and 
snacks, using old-world techniques through innovative, modern ways 
to delight families across the world. 
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By Andy Nelson 


MORE AND MORE CONSUMERS are turning to flatbreads and wraps 
to diversify their sandwich, snack and meal options, and suppliers 

are responding with new products catering to the latest dietary and 
culinary trends. 

For the first time ever, Paterson, N.J.-based Kontos Foods is marketing 
one of its flatbreads at retail as a gyro bread, said Warren Stoll, the 
company's marketing director. 

Consumers have long used Kontos flatbreads in gyros but the packs 
they bought them at their grocery store never had the “gyro” name 
on them. 

The 5-count gyro packs are rolling out to Kontos's retail partners this 
summer, Stoll said. Kontos has traditionally shipped 10-count packs to 
its foodservice customers. 

Anecdotally, Stoll received confirmation of the company's decision 
о bring a gyro-specific pack to retail on a recent trip to New York City, 
where many street vendors sell gyros using Kontos gyro bread. 

“I think it was at the corner of 52nd Street and 6th Avenue. The line 
or chicken and beef gyros was halfway down the street. I was like, 
‘Wow, look at this!" 

Consumers across the US, not just in New York, continue to broaden 
heir food horizons, Stoll said, which benefits companies like Kontos. 

"Our products, and the flatbread category as a whole, is growing, and 
he number one reason is that consumers are continuing to become 
more and more global," Stoll said. 

Post-COVID, people have gotten out to see the world again, and 


ravels abroad often lead to culinary changes when they get back to 
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People are 
looking for exotic 

roducts that are 
outside the norm, 
creative and tasty.” 


Warren Stoll, Kontos 
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Kontos 


Our line of meat shredders provided 

a hand-looking shred to your pork, 
beef, poultry, or soy almost instantly — 
reducing the amount of time and 
labor needed to create shredded 
meat. With capacities ranging from 
200-10,000 pounds per hour and easy 
to clean features, our meat shredders 
have a typical ROI of 6 months or less. 
Learn more about our shredders 
at ftiinc.org/shredders 
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Deli: Flatbreads and wraps 


107: of restaurants offer 
flatbread on their menus. 
The fastest rising 
consumer need for 


flatbread is snacking. 


The dominant diet for 
flatbread is vegan. 


Source: Tastewise 


their own kitchens, Stoll said. "People are looking for exotic products 
that are outside the norm, creative and tasty." 

That post-COVID travel surge may be ebbing a bit, Stoll said, 
which could be even more of a boon for sales of flatbreads at the 
retail level, as consumers try to recreate the dishes they ate overseas 
at home. 

Kontos's Rustics Collection line of naan breads, introduced in 
2022, is one beneficiary and is enjoying strong growth, Stoll said. 

The line includes traditional tandoori, garlic and pre-grilled 
pizza crust. The oval-shaped naan flatbreads come in a two-count 
resealable pack. They're baked on the sides of tandoori ovens, 
which gives them their unique shape. 

Also in 2022, Kontos introduced the first flavored variety — garlic 
— to its Greek Lifestyle brand of flatbreads, which have fewer carbs 
(about half) and more protein (about double) than typical flatbreads. 
A year later, it's another product that is seeing big growth for the 
company, Stoll said. 

The higher-protein product is aimed at aligning with the popular 
Mediterranean diet, Stoll said. Greek Lifestyle breads also have less 
sugar and fewer calories than other flatbreads. 


Keeping up with dietary trends 

Ridgefield, N.J.-based Toufayan Bakeries' hearth-baked flatbreads 
are available in white or whole wheat, and the company offer 
multiple flavors of our soft and foldable wraps — including a gluten- 
free line, said Karen Toufayan, vice president of marketing. 

In addition, both products are now available in a keto-friendly 
recipe, creating a delicious offering for people following that diet, 
she added. 

“We're always continuing to innovate and expand our offerings. 
The addition of our keto line earlier this year has driven amazing 
sales for both our wraps and flatbreads." 


alekseyvanin- stock.adobe.com, Toufayan 


Pita bread will always be Toufayan's flagship product, but the addition 
of wraps and flatbreads to its product roster gives consumers more 
choices when following a certain diet and an opportunity to create even 
more delicious meals, Toufayan said 

Marketing efforts for all products leans on aggressive social media 
campaigns and advertising with creative recipe ideas and influencer 
reviews. 

The flatbread and wrap categories have enjoyed significant growth 
and evolving trends in recent years, Toufayan said. Consumers are 
increasingly seeking healthier and more diverse options in their diet, 
leading to a surge in demand for flatbreads and wraps as versatile 
alternatives to traditional bread and sandwich options. 

In addition, the rise in global cuisine popularity, Toufayan said, has 
fueled the demand for authentic, ethnic flavors and ingredients in these 
products. 

"With the market becoming more competitive, companies like 


Toufayan have been at the forefront of innovation, ensuring we stay 
ahead of these trends." 


In addition to innovative product offerings, the company's success collaborations, and influencer partnerships. "We've also established 
can also be attributed to creative product marketing and personalized strong relationships with retailers, understanding the specific needs 
retailer support, she added. and preferences of different markets," she said. “Ву providing tailored 
Toufayan has effectively communicated the health benefits, support and guidance, we ensure that our products are readily available 
convenience, and versatility of its flatoreads and wraps through and prominently displayed, increasing not only brand visibility but also 
various marketing channels, including social media campaigns, recipe customer satisfaction." 
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FITCHBURG, WIS.-BASED EMMI ROTH offers a variety of formats 

of its Roth and Emmi cheeses - and, to complement them, trending 
ingredients like hummus and fondus - for cheese mongers and others 
to include in their holiday boards and trays, said Kaitie Hackett, Emmi 
Roth category manager. 

According to Datassential menu data cited by Emmi Roth, the most 
popular charcuterie ingredients are crackers, cheddar and Swiss 
cheese, but more specialty cheeses like smoked gouda and gouda and 
complementary items like figs are gaining ground quickly. 

In addition to traditional gouda, Hackett said, Emmi Roth offers 
smoked and aged goudas. 

“We've also seen more recent trends of using fondue on boards or 
building a chevre board, which are both cheeses that are great for the 
holidays,” she said. 

Trays and boards continue to be a popular party option during 
the holidays and for other special occasions, Hackett said, citing the 
National Restaurant Association Top 10 Hot Trends list for 2023, which 
includes charcuterie. 

According to the same group's State of Industry 2023 report, hummus 
is the fastest-growing ingredient used in charcuterie. 

In response to demand from its customers, Emmi Roth's Athenos 
label has launched a creamier recipe for its hummus, featuring 
flavors that pair well with expanded cheese and charcuterie flavors, 
Hackett said. 

“Athenos Zesty Lemon and Supremely Spicy are a few of the new 
flavors consumers can use to build an on-trend board at home.” 

Garlic, berries, flatbread and dried fruit are among the other 
complementary items for holiday boards that Emmi Roth is tracking 
closely. “Our sales and marketing teams and corporate chef are 
continually monitoring consumer and industry trends, including 
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menu and retail data, to help us identify new flavor and other product 


innovations,” Hackett said. 


Cracking the code: digital lessons for brick-and-mortar 
Barron, Wis.-based Cheese Brothers sells its holiday and cheese boards 
and trays online, but the company's best practices are applicable 
industry-wide, including in brick-and-mortar grocery stores. 

Cheese Brothers sells dozens of different gift boxes, said Eric Ludy, 
co-founder and president. 

One of its top sellers for the holidays is its Charcuterie Box, a mix of 
Cheese Brothers cheeses and Wisconsin-made meat, jam, crackers, 
mustard and other products. 

The company's focus, Ludy said, is on giving people the ability to 
make charcuterie boards at home with 100% locally made products. 

And the importance of the holidays cant be overstated. 

"The holidays are our busiest time, making up half of our annual sales 
volume,” he said. 

Cheese Brothers' product mix changed dramatically during the 
pandemic, when many people were spending more time at home and 
demanded creative ways to entertain and enjoy food without going out 
in public, Ludy said. 

Cheese Brothers met this demand by creating dozens of cheese and 
accoutrement assortments, including specialized boxes for birthdays, 
anniversaries, and, of course, major holidays. 

Holiday demand for cheese boards goes up every year, Ludy said. As 
presents, cheese boards are akin to an "edible greeting сата" that can Бе 
shared with loved ones, he said - a perfect fit for the holidays and other 
special occasions. 

Cheese Brothers' core cheeses include smoked gouda, sharp 
cheddars and cheese curds. 
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The traditional, rich flavor of award-winning BelGioioso Provolone is now 
available in a snack size. Our NEW Provolone Bites are joining our popular line 
of BelGioioso Snacking Cheeses which include, Fresh Mozzarella, Fontina, Asiago 
Fresco™, Parmesan, American Grana®, Artigiano® Vino Rosso, Artigiano® Balsamic 


& Cipolline Onion, Mild Provolone & Genoa Salame Snacking Rolls. B ELG IOIOSO 


belgioioso.com/Snacking 


S, o 
2 5 
Y BELL. OO 


Cheese: Boards and trays 


tips from Williams Sonoma 


Think goat, blue, aged, soft, and hard cheeses 
Ideally, you can fit all of those elements, and of 
course some will pull double-duty, like an aged 

Gouda. Once you pick your cheese, pick out a board. 


Start wisely, with star elements 
Maybe you bought the cheese first, but that 
doesn't mean you should use that starting point 
for arranging the board. Look at it from an artist's 
perspective. That might mean starting with the wide, 
flat bowl of almonds and arranging things around 
it. Statement pieces, whether they're a lovely jar 
of jam or a local honey, need to get their allotted 
real estate first, before you run out of room. 


Don't slice too much 
Though it may be tempting to do all the cutting in 
advance because it feels like you're making things 

neat and easy for guests, resist the temptation. 

Often people cut cheese board elements too much. 
Make it more organic. Rip the bread. Crumble the 

blue cheese. Cut just one slice out of the wheel. 

ЇЕ makes it more of an experience. So put the 
gooey Brie next to a pile of crackers, or the super- 
creamy burrata next to bread you've torn by hand. 

Add knobs of jewel-toned grapes, dried apricots, 
or other pretty, whole seasonal fruits and nuts to 
round out the shapes and colors on your board. 


Sweet with pungent; nutty with bright 
Put that pungent Gorgonzola next to a tiny vat of 
honey and a clutch of walnuts. They balance one 

another out and. A raw walnut with blue cheese 
and honey 15 one great option. Same goes for nutty 

Gouda and fresh fruit. Some flavors just need a foil. 


Consider 3 meats, because why not? 
The best cheese boards have plenty of meat 
options, pleasing any carnivores who arrived to 
the party ravenous. Three types to consider: 


classic and mild (prosciutto di Parma), spicy like 
Calabrese, and super-fragrant or herbaceous, 
with fennel or herbs, like finnochiona. 
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By Andy Nelson 


HAVING MEAT SAWS IN-STORE gives grocery meat departments the 
flexibility to meet changing customer demands. 

More and more, customers are invested in the meat they buy and 
a have more sophisticated interest in the type and source of it, said 
Megan Gray, product line manager for Troy, Ohio-based Hobart Food 
Equipment Group. 

"They're often looking for specific cuts to purchase from the meat 
case,” she said. "Products that are already prepped can help grocery 
stores save time for their busy customers. For those inclined to wait 


to purchase from the meat counter, having a meat saw can offer the 
versatility to meet requests for special cuts." 

As customers increasingly look at where their meat is sourced, 
they often want fresh (not previously frozen) options, Gray added. 

That increases the demand for meat saws, so grocery store meat 
departments can stay competitive and provide their customers with the 
fresh, precise cuts they're looking for. 

While for many retailers, an in-house meat saw is the best fit, others 
have moved their meat room activities to commissaries. Regardless of 
the route they choose, Hobart has the perfect meat saw to meet their 
needs, Gray said. 

Hobart currently makes two meat saws for use in grocery meat 
departments. 

The 6801 saw has a cutting clearance of 15-3/4-inch depth, a height 
of 17-1/2-inch height (H) and a width of 24 inches. The smaller footprint 
6614 has a depth of 12-1/2 inches, a height of 15-1/4 inches and a 
20-inch width. 

Both meat saws feature a durable 3 hp motor, along with a direct gear 
driven transmission for consistent, reliable performance, Gray said. 

In addition, there are no belts to replace, slip, adjust or break, and the 
saws feature removable double-flanged pulleys for true running of the 


blade, so meat departments can get precise cuts, she added. 
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Hobart, Hollymatic 


Peace of mind Designed with patented state of the art and innovative technology, 


Putting users at ease has always been the top priority for Hobart, Gray the Defender 16-4000 provides features and benefits not available on 
said, and meat saws are no exception. other meat saw. The Exclusive Visual Glove Detection System utilizes 
"We added an integrated pusher plate to the 6801and 6614 meat saws а camera to detect special colored gloves worn by the operator. Upon 
that eliminates the need for operators to hold the meat near the blade, detection in a predetermined zone the system activates a processing 
adding convenience to the equipment,” she said. “Because the plate is and braking mechanism to stop the blade in less than .04 seconds, thus 


integrated into the saw, it wont get lost, and operators can easily rotate greatly reducing unintended or inadvertent contact with the blade, 
it out of the way when they're done using it." according to Hollymatic. 
Any changes Hobart can incorporate to make its equipment easier 
to use is crucial to the company, Gray said, and the addition of an 
integrated pusher plate is a prime example of that. 
In addition to the integrated pusher attachment, Hobart offers 


operator assurance with its upper and lower biadge guards. 6 6 The Hi-Yield 16-5 0 0 0 


With Hobart guards, the blade is guarded above and below the . 
represents the new generation 


cutting area - but operators can still access it for cleaning. 


Hobart also designed its meat saws for ease of use and ease of of meat saws. Designed with the 
sanitation and cleaning, Gray said. А 3 Биг " 
Operators can adjust the legs of the meat saws to a comfortable end user in mind, it S the easiest 


height and easily disengage the gauge plate to adjust it for cut 
thickness. And the open-frame construction allows operators to clean saw on the market to clean 


the meat saws with a hose or power washer (up to 1,100 psi). No tools without complete disassembly." 


are needed to remove the pulley, blade cleaners and guide assemblies. 


Hollymatic 


Flexibility from Hollymatic 
Hollymatic's extensive line of meat saws covers the evolving needs of 


grocery butchers and other users. The line include four models. 
The Hollymatic Hi-Yield 14 has features that separate it from other 

conventional saws, including: 

e Swing open construction allows for easy cleaning and blade 
changing. 

e Peaked upper housing to prevent water retention. 

e Easily removed upper wheel speeds cleanup. 

e Stainless Steel upper and lower wheels. 

* Double flanged wheels for blade retention and tracking. “Hollymatic. 1500 

e One-piece frame design improves sanitation and provides rigidity 
for added strength. 

e Space saving compact footprint. 

e Safety interlocked doors. 

• Double Flanged wheels. 

• Minimized blade coasting. 

e Portion control meat gauge. 

e Custom product pusher. 
The Defender PC 1500, meanwhile, is designed with 

patented innovative stopping devices. Special conductive gloves 

are worn by the operator, and in the event the glove inadvertently 

comes in contact with the blade, a state-of-the-art electronic braking 72” 

mechanism will activate, stopping the blade within 15 milliseconds. 4 
The Hi-Yield 16-5000 represents the new generation of meat 

saws. Designed with the end user in mind, it's the easiest saw on 

the market to clean without complete disassembly, according 

to Hollymatic. Its uniquely designed soft start ability provides 

maximum energy efficiency, and its maintenance free braking can 

stop the blade in one second. The innovative design makes this the 

right saw for meat, poultry, fish, vegetables and more. 
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Meat and poultry 


Ву Keith Гога: ^ 


SUSTAINABILITY HAS BEEN TOP OF MIND FOR MANY 
CONSUMERS, BRANDS AND RETAILERS ALIKE for the last several 
years, and an increasing number of consumers are holding retailers 
responsible by voting with their dollars for what choices they offer 
shoppers, especially in the meat case. 

During the pandemic, consumers found more local solutions to source 
their meats, seeking local butchers telling a story about sustainable and 
local production, coupled with a spike in home delivery solutions such as 
organic boxes and meal kit solutions, according to Statista. 

"This backdrop has left a lasting impression on people's meat choices 
and cooking habits,” said Rick Sanderson, director of ESG & sustainability 
risk at NSF. "While buying less, they are looking for better quality, with 
assurances around welfare, environmental impacts and human health." 

The modern, more conscious consumer is being drawn to meats 
produced by farms which use low-impact farming practices such as 
grass-fed rather than grain-fed; holistic, free range and organic farming; 
locally sourced meats for food-miles benefits; stories around water and 
energy recycling, regenerative farming; and soil health, minimal use of 
chemicals, pesticides and antibiotics, and biodiversity conservation. 

Power of Meat 2023 revealed that about half of meat shoppers want 
to “emphasize the planet, animal welfare and social responsibility in 
their food choices,” and shoppers tend to align their values with those of 
the store and the brands they purchase. 

Recent Cargill research revealed there's an increased number of 
protein consumers wanting to better understand how their purchases 
impact the farmers and workers (35%), the planet (35%), and overall animal 
welfare (31%), providing suppliers and retailers alike with the opportunity 
for greater connection and information sharing to establish trust. 

"Sustainability is growing in awareness and becoming more personal, 
largely due to the potential effects of climate change in cities and rural 
communities," said Hans Kabat, president of Cargill's North American 
protein business. "Consumers are prioritizing the health and wellbeing 
of the environment and society at large, analyzing and making 
purchases based on personal values." 
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What's in a name 

Today, most shoppers define sustainable meat as how well the animal 
was treated and raised — things like humane animal handling and 
being free of antibiotics or added hormones are important to them. 
Yet, depending on who you talk to, terms like sustainable and eco- 
conscious can mean different things to different people. 

Ray Rastelli, Jr., president of Rastelli Foods Group in Swedesboro, 
N.J., believes as the food supply becomes more responsible, it is more 
important than ever for consumers to understand definitions. 

"In simple terms, sustainably raised beef must have the following key 
attributes — satisfying human needs; enhancing environmental quality, 
the resource base, and ecosystem service; sustaining the economic 
viability of agriculture; and enhancing the quality of life for farmers, 
ranchers, forest managers and workers, as well as society as a whole," 
he said. 

As more claims and programs come to market, it will be important 
for the industry to clearly define those terms so that consumers can find 
the product that best aligns with their values and meets their needs. 

That's why when Tyson Foods set out to create Brazen Beef, the 
company recognized that there was no one definition of "sustainable" 
and chose to brand its products "climate friendly, developed through 
the company's Climate-Smart Beef Program. 

The initiative includes the development of an accounting framework 
to model GHG emissions for cattle from pasture to production, coupled 
with an incentive for farmers and ranchers who adopt climate-smart 
agricultural practices that help reduce GHG emissions and may help to 
minimize erosion, improve water quality, and conserve habitats. 

“We're proud to say that Brazen Beef is the first beef brand that 
has received USDA approval for a climate friendly beef claim on label 
by demonstrating a 1076 greenhouse gas reduction from pasture to 
production as compared to conventional cattle," said Britney Banuelos, 
senior fresh meats brand manager for Tyson Foods "For us, 1076 is just 
the beginning and we are focused on continuous improvement of 
that claim." 
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Brazen Beef, Creekstone 


Making the commitment 

Ryan Meyer, senior vice president of cattle procurement and marketing 
for Creekstone Farms, Arkansas City, Kan., noted the company takes its 
commitment to sustainability beyond the animals in its care and extends 
it across every aspect of the business, including ranchers, team members, 
consumers and the communities where employees live and work. 

"We work with producers who employ sustainable practices like 
rotational grazing and have made improvements to our processing 
plant and distribution center to conserve limited natural resources," 
he said. "The next focus is animal welfare — in addition to working 


with ranchers who are focused on humanely raising their animals, our Creekstone's - 
Natural Black Angus Beef is verified by Certified Humane, a third-party commitpeni to 
e гд Р sustainability 
auditing company that has specific animal care standards that must be СҮН fio 
met for animals to be approved for the program.” every aspect of 
А -  . 
Cargill is offering no-antibiotic and no-hormone beef in its | ane сотрапув 
siness. 


PureRange Reserve Angus line, part of its BeefUp Sustainability 
Program, an initiative committed to achieving a 30% greenhouse gas 
intensity reduction across the company's North American beef supply 
chain by 2030. 

"As we see some companies backing away from programs and 
announcements, we think this trend of transparency is going to 
continue as the complexity of sustainability gets more real,” Kabat 
said. “Many of the sustainability solutions in the protein space are new 
innovations, which means we need to ensure they deliver the positive 
environmental, social and economic benefits we want to drive and 
accelerate — all with the ultimate goal of driving positive impact for 
people and the planet." 

Rastelli noted that one of the latest trends in this segment is 
regenerative meats. 

"Regenerative beef comes from cattle raised and fed by way of 
regenerative grazing using regenerative agriculture,” he said. “It allows 
animals to gain more nutrients from chemical free soil. The benefits are 
it fights climate change, cuts down on pollutants like carbon dioxide 
and nitrogen oxide, it grows new, healthy topsoil, and rebalances 
ecosystems and protects beneficial insects, including pollinators 
like bees.” 


BRAZEN 


BEEF 


Rising consumer interest 
Consumers are not only thinking about their own health but are also 


BETTER BEEF. 


BETTE i " 8 P B 
— concerned about the environmental impact of their choices. They want 


to make better, more informed decisions when shopping for protein. 
climate friendly 
BRAZEN’ Furthermore 63% of consumers want to know more about the 


BEEF 


У grass fed. who, what, where, and how behind the food they buy, according to 
BETTER BEEF. d grain finished. 


BETTER PLANET: proprietary Cargill research. 


"Because of this, protein suppliers are carefully evaluating labels and 
are proactively providing more information surrounding the path to 


climate friendly 


protein purchase," Kabat said. "We're also working even more closely 


ss fed. 


ЕЕ ? / Tyson's Brazen Beef brand with our network of farmers, ranchers, and retailer and foodservice 
me e focuses its sustainability claims 


А : ! 1 customers to better support them on their own sustainability 
care program | on its climate-smart practices. 


journeys, through efforts such as our BeefUp Sustainability and our 
RegenConnect programs." 
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Meat and poultry: Sustainably raised 


Banuelos noted the target consumer for Brazen Beef is looking for 
products that align with their values; specifically, they seek companies 
that are demonstrating commitment to protecting the environment. 

"These shoppers are seeking to minimize their impact on the 
environment and are willing to educate themselves on topics that 
interest them, such as sustainability,” she said. "We are seeing strong 
consumer demand for these types of products." 
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Packaging matters 

Packaging is an important opportunity to connect with consumer values 
as it is a product's initial touchpoint with consumers, so the perfect 
opportunity to communicate brand attributes and production claims. 

"Clean label claims for beef are among the most important attributes 
hat consumers consider when making their purchases, ranking as 
high as USDA grades,” Kabat said. "We're seeing great opportunity 
for transparency and consumer education at the meat case, given 
heir interest in purchasing products that align with their values and 
commitment to sustainable practices." 

Additionally, products with plant-based fiber packaging or packaging 
hat is designed to be recyclable is a great way to show commitment to 
practices beyond the beef product itself. 

"Showcasing a full brand story from pasture to production, and 
hrough packaging and merchandising, helps consumers see the value 
provided in a premium program,” Banuelos said. 

Meyer points out that labeling is the easiest way for consumers to 
earn a product is sustainable. 

"Its definitely important to tell the story of your meat brand on the 


abel,” he said. “Additionally, while on-product labels are critical to telling 
our sustainability story, it's equally important that we're telling this same 
narrative on our website and social channels to satisfy the customer 
who wants more information about our company and our products." 


The road ahead 

Rastelli notes that throughout the first half of 2023, sales for sustainable 
meat products have held steady, but as prices continue to rise people 
are making different choices for more cost-effective purchases which 
does impact the category. 

"Still, consumers believe that when a product is handled in a way 
that benefits them and the planet, it's important to play a small role in 
helping to make a change for the greater good,” he said. 

While meat is not expected to fall too far in the years ahead, sustainable 
consumption and production will be at the heart of its success. 

“With respectful stewardship of the planet, our crops, our animals and 
our people, consumers will make more informed choices about what 
they buy and who they buy from." 
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Produce 


By Andy Nelson 


THE FIRST HALF OF 2023 WAS A GREAT ONE FOR BERRY VOLUMES 
AND QUALITY, said Jim Roberts, president of sales for Salinas, Calif.- 
based Naturipe Farms. 

“We're expecting it to end on a high note as well,” Roberts said. 
"California production was delayed due to the crazy weather they 
experienced all spring, so many of our strawberries are ripening just in 
time for summer.” 

Naturipe's blueberry crops in New Jersey, Michigan and the Pacific 
Northwest, meanwhile, were shaping up very well as summer got 
underway, he said. The company is also expecting higher volumes of 
raspberries and blackberries. 

“2023 has shaped up to be the year of the berry,” he said. 

One of the reasons for that optimism is Naturipe's excitement about 
its growers' investments in new varieties of blueberries, Roberts said. 

Private breeding programs have yielded better tasting, firmer and 
more flavorful blueberries, he said. 
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“We can't wait for consumers to try them this summer. Were 
expecting to have a great supply of proprietary blueberry varieties 
available from our various domestic growing regions throughout the 
summer." 

Naturipe's proprietary blackberry variety out of Georgia, Southern 
Grace, meanwhile, is an “excellent piece of fruit that has been delighting 
folks for years," Roberts said. 

The domestic 2023 crop is looking good, with significant promotional 
volume, agreed Joe Vargas, director of business intelligence for the U.S. 
Highbush Blueberry Council. 

"Color, size, and flavor are great, with the rest of the year also 
looking good.” 

Demand has been stronger through the first half of the year, relative 
to last year, with both sales and volumes up, Vargas said. The council's 
proprietary SPINS database revealed that in June, for example, all 
blueberries were up 12% in volume and 7% in dollar value. 

That builds on a strong first quarter performance of increases in 
volume and dollars of 6.3% and 8.9% respectively. 

SPINS data also shows that blueberries are the second-biggest 
revenue driver in the produce aisle, with 10 times the dollar sales 
growth of their closest competitor. 

Growth in fresh organic blueberries has been especially impressive, 
Vargas said, with June sales of blueberries up 26% in volume and 58% in 
dollars. 


Bigger is better 
One of the lynchpins of Naturipe's program is its line of extra-large 
berry varieties, said Melissa Ritter, the company's marketing manager. 

Mighty Blues (blueberries) and the brand new Mighty Reds 
(raspberries) are premium varieties that are "packed with more flavor 
than anything we've grown before,” Ritter said. 

On the marketing side, Naturipe is in the midst of a consumer- 
focused campaign, “All Berry Summer.” Consumers can share pictures 
of themselves enjoying Naturipe berries and tag the company on 
social media with the hashtag #AllBerrySummer. Each submission is 
a raffle entry to win a month of free berries and exclusive Naturipe 
merchandise. 
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Growth in fresh organic 
blueberries has been 
especially impressive, 

Vargas said, with June sales 
of blueberries up 26% in 


volume and 58% in dollars. 


When it comes to merchandising fresh berries at retail, one key, Ritter 
said, is to tailor marketing efforts to the season and based on shopper 
and food trends. 

“For example, retailers can promote the refreshing flavors and bright 
colors of berries during summer months.” 

Retailers should also boost efforts to promote the health benefits of 
berries, she added. Many consumers are more focused on their health 
in the summer months, so highlighting how berries are part of a well- 
rounded diet is a great way to boost their sales. 


Finding the right windows 
Blueberries are now a year-round staple fruit for berry-loving 
households, Vargas said. 

Given that, the key to leveraging their appeal is looking for the 
ideal windows of time where retailers can feature blueberries to 
drive produce aisle dollars and sales across other user adjacent 
categories such as dairy, cereals, baking ingredients and other healthy 
produce items. 

One of the biggest of those windows for the council is July, National 
Blueberry Month. 

The group July supported its grocery partners this year with funding 
for merchandising, advertising and much more, Vargas said. 

“Thirty retailers operating nearly 10,000 stores agreed to collaborate 
with us to aggressively promote blueberries all month long." 

Half of those retailers implemented USHBC-funded sales contests to 
assist their stores in maximizing sales during the month. And about half 
are using eye-catching point-of-sale materials supplied by the council, 
while others are conducting in-store sampling or hosting events led by 
their retail dietitians. 

The USHBC also facilitated digital advertising and in-store audio 
ads at several retailers, in addition to working with retailers' marketing 
teams to support a wide variety of social media activations. 

Promotions during the month included a cross-promotion with 
Chobani Greek yogurt at Meijer stores and a partnership with the 
California Milk Advisory Board at Smart & Final, Sprouts and Nugget 
Markets stores. 
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Berry snacking options 


Salinas, Calif.-based Naturipe's Bentos snack 
products "are really seeing a boom right 

now as they offer a quick ready-to-eat snack 
for people on the go,” said Marissa Ritter, 
Naturipe's marketing manager. 


"Whether your shoppers are rushing to an 
event, or dropping the kids off at camp, these 
snacks are a healthy and convenient option 
for busy summer schedules." 


Bentos, which come in two different 
formats — Bliss and Boost — pair Naturipe 
berries with granola, nuts and other great 
snack foods. 


Bliss Bentos are designed to give consumers a 
nutritious sweet treat, while Boost Bentos are 
a protein-packed pick-me-up. 


Bliss Bentos come in three flavors: Chocolate 
Cheer, Salty Caramelicious and Berry 
Lemony. Boost Bentos come in two flavors: 


Sweet ‘n Crunchy and Classic ‘n Sharp. 


Unlike their sweeter Bliss Bento 
counterparts, the Boost Bentos contain 


a mix of berries, nuts and cheeses to give 


consumers a great mix of protein, calcium, 


fiber, and fresh fruit. 


In the Boost Bentos category, Sweet ‘п 
Crunch has been the top performer. 
For Bliss Bentos, Berry Lemony is the 
consumer favorite. 
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Mushrooms 


By Andy Nelson 


AS MORE CONSUMERS LOOK FOR PROTEIN ALTERNATIVES TO 
MEAT, demand for fresh mushrooms continues to surge. And new 
products from industry leaders are keeping the category vibrant. 

Leamington, Ontario-based Highline Mushrooms has two new 
products rolling out this summer that will get the attention of the entire 
. industry: a new product designed specifically for the grill and all-clear, 
“. eco-friendly packaging. 

Е Highline's limited edition White Grill Caps were introduced to North 
American retailers just in time for the 4th of July, said Devon Kennedy, 
the company's national marketing manager. 

Portabellas have traditionally been the go-to grilling mushroom. 
Large white mushrooms offer a different take on the theme, Kennedy 
said. Portabellas add flavor, whereas white mushrooms absorb the 
flavors of the foods they're cooked and served with. 

Highline's growers have tried large white mushrooms in the past, but 
Highline's new product, which comes in a 4-count pack, is "fairly new" 
to North American retailers, Kennedy said. 

White Grill Caps are both a perfect accompaniment to grilled meats 
or, for vegetarians, a perfect meat substitute, she added. 

The caps retain their firmness while absorbing the smoky flavors of 
the grill, resulting in a mouth-watering culinary experience. 

And their delicate texture and earthy flavor, Kennedy said, make them 
good for a standalone dish or as a veggie burger. 

The natural umami flavors of the mushrooms add depth and richness 
to any recipe, while their low-calorie and fat-free nature make them a 
nutritious option for health-conscious individuals. 


"Its a trial right now but we'll likely keep it going all year,” Kennedy said. 


Eco-friendly packs 

Highline's other big news this summer is the announcement that it's 
shifting its packaging from brown and blue tills with plastic overwraps 
to clear punnets and tills that are 100% recyclable, Kennedy said. 
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Switching to all sustainable packaging is a natural for a mushroom 
grower like Highline. Mushrooms are among the most sustainable crops 
- grown in the dark with no artificial light needed and with much less 
water than other crops. 

The second benefit of the all-clear packs is that it will allow Highline 
to highlight the quality of its products. Mushrooms cant have dirt on 
them, for instance, or shoppers will see it, Kennedy said. 

The old produce department adage that "people buy with their eyes" 
definitely applies to mushrooms, and with clear packaging, that's even 
more the case, she added. 

The new packs will empower Highline's more than 2,000 harvesters 
to deliver the most high-quality product they can and to have it fully 
appreciated, Kennedy said. 

Mushrooms are packed in clear retail packs in places including Europe 
and Australia, she added, but the concept is fairly new to North America. 


Value-added meal solutions 
Blandon, Pa.-based Giorgio Fresh's new product development 
is focused on expanding its stuffed mushroom line, which gives 
consumers a variety of delectable flavors and eliminates the need 
for extensive prep work in meal production, said Bryan Shelton, Vice 
President of Sales 8 Marketing, Giorgio Fresh Co. 

“With their convenient heat-and-serve cooking method, enjoying а 
delicious mushroom-based dish has never been easier,” Shelton said. 

Giorgio Fresh stays ahead of trends in the fresh mushroom business 
by prioritizing organic and sustainable farming practices, promoting 
mushrooms as a meat alternative, highlighting their health benefits, 
offering diverse mushroom varieties, and providing convenient options 
like sliced mushrooms, Shelton added. 

“We invest in research and development, market analysis, and 
consumer insights to adapt our products and strategies to meet 
evolving customer demands and maintain their industry leadership." 
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When it comes to merchandising and marketing fresh mushrooms 
at retail, Highline is taking a cue from other produce commodities and 
working with a consultant on coming up with “one key message” about 
mushrooms that will stick in consumers’ minds. 

Marketers of blueberries, for instance, saw sales skyrocket when they 
started attaching the word “antioxidants” to their product, Kennedy 
said. For mushrooms, there are a number of good candidates: nutrition, 
versatility and meat replacement, for example. 

“Mushrooms are very approachable and friendly, and they go with 
everything,” she said. “You can pair it with the steak, or it can replace the 
burger. We want to see mushrooms become more of a staple.” 

According to one study, mushroom lovers buy mushrooms about 17 
times a year. Highline wants to see that rise to 52 times a year, and sees 
room for tremendous growth, Kennedy said. 


Having a diverse 
roster of varieties is 
one key to Giorgio 
Fresh's marketing 
plan at retail. 
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For Giorgio Fresh, the key to successful merchandising is 
collaborating closely with its retail partners, Shelton said. 

Key aspects of great merchandising, he said, include eye-catching 
displays, strategic placement, quality assurance, education, and 
promotional support. 

Giorgio Fresh and its partners aim to create visually appealing 
displays, position mushrooms effectively, maintain high quality, educate 
retail staff and consumers, and execute promotional campaigns. 

"This collaboration drives sales, enhances the shopping experience, 
and reinforces the appeal of fresh mushrooms as a versatile ingredient," 
Shelton said. "Mushrooms can be incorporated into a wide range of 
dishes, spanning appetizers, entrees, and even desserts." Whether 
grilled, roasted, sautéed, or used raw in salads, he added, mushrooms 
add depth and flavor to any culinary creation. 
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Seafood 


WHILE FRESH SEAFOOD SALES FELL SLIGHTLY IN THE FIRST HALF 
OF 2023, analysts say the department has a lot of factors in its favor 


that should boost sales for the remainder of the year. And deflation 
on shellfish such as crab and lobster are already boosting sales of 
those items. 

Fresh seafood sales fell 0.92 to 53.27 billion for the first half of 2025, 
while units dropped 1.775, according to Circana data provided by 210 
Analytics. 

"The marginal difference between the unit and dollar performance 
reflects the very low inflationary levels for seafood as supplies were able 
to keep up with demand for many species,” said Anne-Marie Roerink, 
principal at 210 Analytics. 

Finfish generated about 60% of total fresh seafood sales at around 
$1.97 billion, while dollar sales increased slightly by 0.2%. However, 
inflation pushed units down 3.1%, according to Roerink. 

For instance, fresh salmon retail prices rose 1.3% in May, and were 
up in other months as well. Still, salmon is a “true powerhouse” in fresh 
seafood, responsible for more than 71% of all finfish sales during the 
first half of the year, according to Roerink. Salmon sales rose 2% in the 
first half to $1.4 billion, which was up 2% in dollars, even though units 
experienced a small decline. 

Salmon's strengths include its strong nutrition and health profile, 
according to Roerink. 

“As long as pricing holds, I foresee continued strength in salmon 
sales,” she said. 

On the other hand, cod sales plummeted 14.4%, trout sales declined 
3.1, and tilapia sales decreased 2.2%. 
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Salmon is a “true 
powerhouse” in fresh 
seafood, responsible for 
more than 71% of all 
finfish sales during the 


first half of the year. 


While overall shellfish sales fell slightly by 1%, unit sales bumped 
up 2.4%. Prices of crab and lobster fell "significantly" in the first half 
of the year, which resulted in a spike in demand for both species, 
Roerink noted. 

Crab was the top seller in shellfish, as sales soared 13.9% to $513 
million, while units also jumped up 26.6%. While overall crab sales 
dropped by 1% due to the comparison with last year's skyrocketing 
prices, crab units increased by 2.476 in the first half of the year. 

"Crab is benefiting from extremely favorable consumer conditions 
allowing them an unexpected delight," Roerink said. "Retailers who are 
investing in crab-focused promotions have seen tremendous success 
and they seem well worth it." 

For instance, Fresh Thyme Market based in Downers Grove, Ill, has 
conducted multiple crab-focused promotions this year, “delighting 
shoppers with unexpected favorable prices amid aggressive inflation 
in many areas of the store,” Roerink noted. For Father's Day weekend, 
Fresh Thyme had large snow crab clusters on special for $6.99 a pound 
and king crab claws and arms for $1799 per pound, according to Fresh 
Thyme Meat and Seafood Merchandising Lead Jason Resner. 
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While fresh lobster sales slid 8.3%, units rose 3.4% in the first six 
months, due to deflation, according to Roerink. 

Contrary to crab, fresh shrimp sales dropped 11.4% and units were 
down 14.1%. Scallop sales fell 8.2% and units dropped 9.7%. 


Outlook for the remainder of 2023 

Analysts say the outlook for fresh seafood for the remainder of the year 
is mixed, given seafood's higher price point compared to other proteins. 
Among the many factors in the category's favor is the growing selection 
of sushi and seafood ready-to-eat meals offered by retailers, the positive 
health benefits of seafood, and Americans’ increasing affinity for 
preparing seafood at home. 

While overall food and beverage inflation has decelerated to single- 
digit percentages, “it is important to remember that this is on top of 
double digit inflation seen last year," Roerink said. “When compared to 
the early months of the pandemic, consumers are paying between 25% 
and 30% more for food and beverages bought at retail. Add to that all 
the other parts of life that are more expensive, from transportation to 
energy and housing, and it is easy to understand that the pressure on 
America's pocketbook is real." Seafood has always had a more premium 


connotation, Roerink noted, and “high elasticity", so a small increase in 


prices causes a much higher reaction in demand than meat and poultry 
— especially chicken. 

At the same time, other categories such as eggs, beef, and chicken 
have come down in price, while promotions across the store have 
increased. 

"All this provides some relief to the consumer budget, which in turn 
may help the seafood category,” Roerink said. 

Additionally, Americans' cooking seafood at home more post- 
Covid-19 — and retailers' significant advancements in offering recipes 
and prepared ready-to-heat seafood meals and ready-to-eat items like 
sushi — will keep the category strong this year. 

"Inflation is about two points higher and away from home that home 
right now. That bodes well for the seafood counter at retail," said Mark 
Baum, senior vice president of industry relations and chief collaboration 
officer at FMI - The Food Institute during a media webinar on FMI's new 
report, The Food Retailing Industry Speaks 2023. 

During a recent strategy meeting, Baum said executives discussed 
being more creative with "storytelling" and getting consumers who 
were just starting to dabble with seafood recipes during the pandemic 
"to really expand on their interests in doing more of that.” For some 
households, deli-prepared foods are replacing restaurant meals, Roerink 


Seafood: The way forward 


noted. Because retail deli prepared foods are performing well overall, 
"we're seeing the piggy back effect where feet are hitting the aisle and 


discovering the seafood offerings,” she said. Price rel ief at reta i | 


In fact, sales of prepared seafood items at delis grew 4.7% for the 52 


weeks ending May 23, according to Nielsen data analyzed by Idaho For the first time in a while, salmon prices 


Falls, Idaho-based strategic insights company Category Partners. 


dipped below year-ago levels in June of 2023. 


The sales growth was driven primarily by inflation, with unit volume In the latest 52-week view, salmon prices 


rising only 0.5 percent during the past year, according to Eric Le Blanc, averaged just 4.9% above year-ago levels. 


senior vice president of marketing. However, the most recent 15 week Crab and lobster prices continued to be 


sales ending May 23 show a different story, as units jumped up 13.7% substantially more favorable to the consumer 


and dollar sales grew 0.9%. in the longer and shorter time periods. 


Grocers have "gotten really creative with what they're offering 


consumers with the prepared meals and just their overall offering," Both fresh and frozen seafood managed 


said Kate McShane, who covers the U.S. retailing industry for Goldman flat or increased pound sales in June 2023. 


Sachs, during the company's recent State of the U.S. Consumers and However, deflation pulled dollar sales below 


Retailers webinar. "I do think grocery stores look a little bit different than June 2022 levels as consumer demand has 


they did before the pandemic when it comes to ready-to-heat, ready- 
to-eat, all of that stuff." 
Retailers who are engaging with customers on prepared seafood and 


not yet caught up with the deflationary 


patterns. 


educating shoppers how to cook meals at home will benefit the most. June price per pound, change vs. year ago, 


"there are a lot of us who didn't grow up on the coast and grew up change vs. 3 years ago 


more in the middle of the country. And so we aren't as experienced as 
Fresh salmon 


$11.46 -1.4% +25.5% 


we perhaps would like to be in preparing some seafood products,” said 
Leslie Sarasin, president and CEO of FMI. 


“To the extent that our retailers are really engaging with their 


Fresh crab 6 6 


$8.30 -19.2% -14.5% Retailers who 
Fresh shrimp are investing in 
$9.10 +3.3% +20.8% 
crab-focused 
promotions have 
seen tremendous 
Fresh catfish d 
$7.23 -1.8% +29.5% success an 
they seem well 
Fresh finfish 225 
$10.57, -0.9%, +29.1% worth it. 


customers, helping them learn how to prepare these products, and use 


them in their homes and make them popular among others in their 
family, I think is really going to make a huge difference in how this 


moves forward,” Sarasin added. 


FMI's The Food Retailing Industry Speaks survey also found that 
74 percent of retailers plan to expand foodservice departments and 
Fresh lobster 
$7.94 -6.4% +4.8% 


enhance their perimeter departments this year, which is likely to boost 
seafood sales. 


Anne-Marie Roerink, 
210 Analytics 


Fresh shellfish 
$8.04, -7.3%, -2.1% 


Total fresh seafood 
$9.28, -3.2%, 414.876 


Total frozen seafood 


$7.23, -7.5%, «6.37, 


Total shelf-stable seafood 
$5.30, +2.2%, 47.275 


Sources: Circana, 210 Analytics 
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Recipe 


management 


By Andy Nelson 


RECIPE MANAGEMENT SOFTWARE has become much more 
important for grocery prepared foods sections and for the other 
departments that make up the fresh perimeter. 


Datasheet 


There are several reasons for this, said Stephen Midgley, vice 


Deli V Production 


president of marketing for Toronto-based Invafresh. 
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One is efficiency and accuracy. Recipe management software 
streamlines the process of managing recipes, ingredient sourcing, and 
штээ production planning. 

"It eliminates the need for manual calculations and reduces the 
22 mm chances of errors. This efficiency improves overall operations and 
saves time for staff.” 

Another reason is increased standardization and consistency. 
Consistency, Midgley said, is crucial in the prepared foods sections 
of grocery stores. 

Recipe management software allows for standardized recipes, 
ensuring that the same quality and taste are maintained across 
different batches of prepared foods, which helps build customer 
trust and satisfaction. 

Better inventory management is another reason to switch to 
recipe management software, Midgley said. 


ter and U2 


“Recipe management software helps in tracking ingredient 


she prep area. Put wb 
oes and pace them on ne aging rack in iere 


inventory levels, ensuring that the necessary ingredients are 


instructions. 
and place them in the lettuce dryer instruct 
sat 


always available for food preparation. It enables better inventory 


control, reduces waste, and minimizes the risk of running out of 
key ingredients." 


evi g bowls. 


Other reasons to switch from manual to automated recipe 
management programs like those made by Invafresh include: 


Cost Control. By accurately tracking ingredient quantities and 
6 6 costs, recipe management software assists in controlling food costs. 
It provides insights into ingredient usage, portion sizes, and recipe 
Recipe managemen t softwa re profitability, enabling better pricing decisions and cost management. 
Compliance. Recipe management software assists in adhering 
ena bles better inven tory to regulatory requirements related to ingredient labeling, allergen 


control, reduces waste, and 


management, and food safety. It helps ensure compliance with food 
safety standards and simplifies the process of audits and inspections. 


minimizes the risk of running Scalability. As the emana for prepared foods increases, recipe 
, А "i management software facilitates scalability. It enables grocery stores to 
out of key ingredien ts. handle larger volumes of production, manage multiple locations, and 
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streamline operations as they expand their prepared foods sections and 
retail foodservice offerings. 


Stephen Midgley, Invafresh 
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A solution for every problem 
Invafresh specializes in providing a range of products and services specifically 
designed for recipe management in the grocery industry, Midgley said. 

One of the company's key offerings is a comprehensive recipe 
management solution, a component of its Fresh Retail Platform tailored 
to meet the unique needs of retailers and helps them build and maintain a 
profitable recipe database. 

With Invafresh's recipe management software, Midgley said, retailers can 
easily create and manage their recipe collection. The software provides a 
user-friendly interface where retailers can input and store detailed recipe 
information, including ingredients, quantities, preparation instructions, and 
nutritional data. This centralized database allows for efficient organization 
and quick access to recipes. 

Another notable feature of Invafresh's recipe management software is its 
integration capability. It seamlessly integrates with other solutions, such as 
production planning, Midgley said. 

"This integration ensures that ingredient pricing is up to date in real-time, 
avoiding any potential profit margin compromises. By tracking ingredient 
costs and providing accurate pricing information, retailers can make informed 
decisions about recipe profitability and adjust pricing strategies accordingly." 


Prepared foods: more demand, new challenges 
As competition increases, “the game is being upped" for prepared foods 
being sold in retail foodservice and other channels, said Wynne Barrett, а 


What's next in recipe tech 


Cloud-based solutions 

Cloud technology offers several benefits, 
including easy accessibility, real-time updates, 
and enhanced collaboration. 


Al-driven recipe recommendations 

By analyzing user preferences, dietary restrictions, 
and ingredient availability, Al-powered recipe 
management systems can suggest tailored recipes. 


Mobile Applications 
They offer on-the-go access to recipe databases, 
shopping lists, and cooking instructions. 


Blockchain for traceability 

By recording and securely sharing information, 
blockchain can enhance food safety and enable 
consumers to verify the authenticity and quality 
of ingredients used in recipes. 


Source: Invafresh 
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partner in Hopkinton, Mass.-based Jera Concepts, which specializes in 


helping producers streamline their recipe management procedures and 
making sure that labels on foods list the correct ingredients. 

Pizza and sushi, he said, are just two of the categories that are seeing 
big gains in innovation and quality at the instore level. 

With that bar being set ever higher, it's increasingly important, 
Barrett said, that recipes be as accurate as possible. That's where recipe 
management comes in. 

An effective program combines cutting-edge software with effective 


“| | А 
є; management at the production end and good old common sense. 


When it comes to recipes, it's often the case, Barrett said, that the 
simpler, the better. 

"If a recipe's too hard to execute, it won't get done right," he said. 

For the past couple of years, Jera has partnered with Datassentials 
to target trending recipes that can often be identified by a certain buzz 
word, like “chipotle” or “aioli.” The challenge is to build a recipe that's 
both trendy and simple to execute, Barrett said. 

One thing recipe management software is great it is helping retailers 
and other users keep costs under control, Barrett said. 

"The cost of fish, for instance, is high, so it's very important to follow 
arecipe accurately." The surge in demand for sushi in grocery prepared 
foods departments drives home the importance of that. 

Software also helps make sure that the right kind of a particular 
product is used. That problem was exacerbated during the pandemic, 
with the worldwide supply chain woes. It's abated somewhat, but still 
can be a challenge, Barrett said. 

"A big challenge in prepared foods is, as product substitutes come in, 
you could have, for instance, three different chicken breasts with three 
different salt counts." 

Jera, for its part, is working to continually simplify the interface 
of its products to make the management of nutritionals and other 
information easier. The same applies to label printing. 
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Manufactured in the USA by American Craftsmen. 
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Since 1978 


Best Choice Among Brand Name Mixers in the Market. HIGH QUALITY at a REASONABLE PRICE 
High Quality spiral and Planetary Mixers, Bread Slicers, Dough Sheeters, Meat Grinders, Dough Dividers/Rounders, Rotary Ovens and More! 


Only Thunderbird can offer up to 7 YEARS extended WARRAN — 
C € piral Mixers 
Capacity from 88lbs 
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to 440lbs of Dough 
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ТВН-400 : =v A 5 & Е. 
Horizontal Vacuum Mixer Ё 
Double Mixing Paddle ыг 
400 liters, 10hp, 220V, 50/60HZ, 3PH Vertical Cutter Mixer Reversible Dough Sheeter TDR-36 Semi-auto Dough ASP-200 Spiral Mixer w/ 
15 hp, 90 min. Digital Timer 115V or 220V Rounder/Divider Removable Bowl 
tne Two Speeds All Stainless Steel or Painted Optional Dividing Units for 440 Ibs dough Capacity 


él) тт Десно анаи Version Choice (14.30.36.52) 
Ld Са. 
Call us Today! THUNDERBIRD FOOD MACHINERY, INC. (PIZZA HUT OFFICAL VENDOR) 


4602 Brass Way, Dallas, TX 75236 РО Box 4768, Blaine, WA 98231 
TEL: 214-331-3000; 866-7MIXERS; 866-875-6868; 866-451-1668 TEL: 360-366-0997; 360-366-9328 
FAX: 214-331-3581; 972-274-5053 FAX: 360-366-0998; 604-576-8527 
WEBSITE: www.thunderbirdfm.com; www.thunderbirdfm.net EMAIL: thfm@tbfm.com; tbfmdallas@hotmail.com 
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The Supermarket Perimeter Daily newsletter keeps 
you informed with the industry's leading news and 
analysis to help you improve your bottom line. 


Subscribe now to receive the free 
Supermarket Perimeter Daily newsletter 


SIGN UP AT 


supermarketperimeter.com/newsletter. subscriptions 
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Sainsbury's 

One of the United Kingdom's largest food retailers, Sainsbury's, 
announced a packaging switch for its steaks as another step 
toward the company's sustainability commitments. The retailer 
is replacing plastic trays with a cardboard tray alternative that 
uses 70% less plastic. The new trays are available at all locations 
and online across 10 products in the Sainsbury's steak line. 
ABOUT.SAINSBURYS.CO.UK/NEWS 


FiveStar Gourmet Foods 
Under its Simply Fresh Salad brand, FiveStar Gourmet Foods has debuted a new 
Organic Caesar Salad Shaker exclusive to Costco. Not only does the patented 
design of the packaging create convenience by giving the consumer the ability 
to shake the ingredients in the salad together, but it is also environmentally 
conscious, being made from recycled plastic water bottles. 
FIVESTARGOURMETFOODS.COM/SIMPLY-FRESH-SALAD-SHAKERS 


Beatrice Bakery 

Beatrice Bakery, a baker of gourmet baked foods, 
anemon Roman Caesar Dress has added Grandma's Southern Pecan Cake to 

; its portfolio. The cake features a caramel aroma, 
brown sugar, dates and pecans, the company 
said. It's available in a 24-0z box for $32.95 and 
will be available at major retailers this summer. 
GRANDMASBAKESHOPPE.COM/PRODUCTS/24-OZ- 
GRANDMAS-SOUTHERN-PECAN-CAKE-RING-BOX 


Sainsbury's, FiveStar, Beatrice Bakery 
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